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A sell-out in 1950 --- Place your order early 








The 60-second gold mine! 


60 SECONDS MAKE A MINUTE... minutes run 
into hours and into money before you know it! And 
that’s why Gedney Fittings are the best buy obtainable 
today. Gedney Fittings are machined with absolute 
accuracy. They'll save you the minutes that can add up 
to hundreds of dollars of a workman's time—each year! 


GEDNEY FITTINGS FIT! 


*® Accurate castings of malleable iron . . . no breakage. 
*® Threads cut true . . . perfect condyit alignment. 
® Designed to fit . . . vibration cannot work it loose. 


DNEY 


LECTRIC COMPANY 


RKO BLDG. - RADIO CITY +» NEW YORK 20 
Foundry, Factory and Shipping Point: Terryville, Conn. 


ELECTRICAL SOUTH is published monthly at 5 & Chestnut Sts., Philadelphia 39, Pa., by W ‘ Publishing ¢ 
Brecutive and Editorial Offices: 806 Peachtree 8 N.E., Atlanta 5, Ga s second-class matter at the Office, Philadeipt ‘a. Subscription Rates 
Possessions, $1.00 p ar; Canada and Foreign Countries, $10.00 per year 
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etter Light Pius Everlasting Service 


Twin Highlite—For high levels 
f Wuminction ¢ <— 





oe 

number of outlets in high boy 
industrial interiors. Availoble 
with porcelain enamel or Alzoc 
aluminum finish. 


V-51 Convertible Veper-tight Fix- 
ture—Exclusive Unit Assembly mokes 
receptacle, globe, gvord instantly 
detachable for relamping. Converts 
to higher or lower wottages just 
as easily. ’ 





APPLETON 


INDUSTRIAL LIGHTING 


Efficiency, durability, simplified installation and main- 





tenance... these are the musts of good industrial lighting. 
You will find them all in Appleton Lighting Fixtures. 


To meet exactly the varying needs of indoor and out- 
door illumination, each Appleton fixture is specifically 
designed for a specific lighting function. For any lighting 
requirement—including highest quality equipment for 
hazardous locations—specify Appleton, The Standard 
For Better Lighting. 





RLM Standard Dome Reflector — Mode of 
Rust-resisting iron with three coots of 
baked porcelain enamel. Sectionalized 
construction permits easy installation, con- 
venient servicing. 


Type EFU— First and still finest Explo- 

ee sion-Prooft Lighting Fixture. Available 

Pat. No. 2,393,202 - : for two 40 Watt, 48” lamps or two 
100 Watt, 60” lamps. 


Sold Through Electrical Wholesalers 


\4 APPLETON ELECTRIC COMPANY APPLETON 


1754 Wellington Avenue ¢ Chicago 13, Illinois 
Sales Engineers: NEW YORK, 50 Church St. * DETROIT, 3049 E. Grand Bivd. © CLEVELAND, 1836 


Euclid Ave. * SAN FRANCISCO, 655 Minna St. ¢ ST. LOUIS, 227 Frisco Bldg. * LOS ANGELES, 
100 N. Sento Fe Ave. * ATLANTA, 724 Bovlevard,N.E. © BIRMINGHAM, 809 Brown-Marx Bidg. F L FE FT 
MINNEAPOLIS, 305 Fifth Street, S. © PITTSBURGH, 412 Bessemer Bidg. © BALTIMORE, 100 E. 
Pleasant St. * BOSTON, 10 High St. © DENVER, 1921 Bicke Street © PHILADELPHIA, 231 South 20th 


CINCINNATI, 608 Americon Bidg. * HOUSTON, 717 M. & M. Bidg. © HAVANA, Cuba, Malecon No. 9 
BINGHAMTON © DALLAS © INDIANAPOUS + KANSAS CITY ¢ ORLANDO + MILWAUKEE 


sub: Sane pra to eo ad 0 ] D U C * 
Export Rep ives: in tional Stondord Electric Corp., 67 Brood St., New York 4, N. Y. j 














CRESCENT 


ABC 
ARMORED CABLE 


Has These Additional Features 
Which Make Installation 


EASIER—QUICKER—SAFER 


Bond Strip Under Armor 


Permanently low armor resistance is provided in 
sizes No. 14 and 12 AWG by use of a flattened, 
bonding wire which is in contact with the under 
side of each convolution. 


Prefabricated Break Lines 


The Cut Mark (at 114” intervals) shows the loca- 
tion of a prefabricated breaking line inside the 
armor. Only a few strokes of a file or saw guided 
by the Cut Mark are required to cut through one 
outer ridge, and a bend by hand severs the armor. 
This results in a clean separation with no sharp 
edge—a safer, easier and faster job. The prefabri- 
cated breaking lines are so designed that there is 
no reduction in tensile strength, bending quality. 
crushing resistance and electrical conductivity of 
armor. 





In the last 24 years alone, over SEVEN BILLION FEET 
of Armored Cable have been produced by the industry. 
Armored Cable provides the only general purpose, factory- 


assembled and tested, metal protected wiring system. 


CRESCENT 
WIRE & CABLE 
CRESCENT INSULATED WIRE & CABLE CO. — 


TRENTON, N. J. 





INSERT BUSHING 
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Lighting where and when you need it 
... Without rewiring! 





Sofe. Sturdy. Current-carrying Trol-E-Duct bus bars are totally enclosed. 
Duct itself (arrow) supports fixtures. Continuous slot in bottom of duct 
Means you can move lights (or small portable tools on trolleys) any- 
where, any time without rewiring. It’s every inch an outlet! 


Quickly installed. Sections go up in a 
hurry, join without bolting. Sections are 
prefabricated, standardized in lengths 
of from 1 to 10 feet. Entire duct can be 
dismantled and reinstalled easily with- 
out a scrapped part. 


x 


«4 .* 


ou 


Convenient. Lighting twist-out plugs 
slip into duct without cutting off power 
or upsetting production schedules. 
Plugs ground on steel casing before 
contacts touch bus bars, slide in with 
simple twist anywhere along duct. 


» | 

Ti \ 
Mobile Trolleys. Smooth-rolling trolleys 
are available to carry small, portable 
power tools, speed up production. Trol- 
leys ride inside duct on metal wheels. 


Constant spring pressure against bus 
bars assures perfect contact. 


BullDog Universal Trol-E-Duct lets you add, remove or rearrange 
lights quickly. No loss of man-hours, money, material. 


When it comes to 
usually skyrocket. 
Trol-E-Duct. 

For here is a truly mobile, fully flexible lighting 
system at its money-saving best. 

Every inch of Trol-E-Duct is a potential tap-off for 
lights or small power tools. To move lights or add new 
ones when you change machine layout, just slip twist- 
out plugs or trolleys in or out of continuous slot in 
bottom of duct. Duct itself supports lighting fixtures 

That's all. No rewiring needed. No production lost 


moving 
Not so 


lighting fixtures, costs 
with BullDog Universal 


BULLDOG ELECTRIC PRODUCTS COMPANY 


DETROIT 32, MICHIGAN © FIELD OFFICES IN ALL PRINCIPAL CITIES 
IN CANADA: BULLDOG ELECTRIC PRODUCTS OF CANADA, LTD., TORONTO 


PIONEERS IN FLEXIBLE ELECTRICAL DISTRIBUTION SYSTEMS 


through shutdowns. No wasted man-hours or scrapped 
material, either, as with fixed outlet systems. 

Trol-E-Duct is prefabricated, standardized and 
salvable. Installs in a hurry. Can be dismantled and 
reinstalled without loss. 

Get all the facts on this modern, low-cost lighting 
system that fits present needs .. . provides for future 
needs, as well. Contact a nearby BullDog Field Engi- 
neer. He'll show you an installation in your area that 
will speak for itself. Or, for descriptive bulletin, write 
BullDog direct, won't you? 


(2) BULLDOG 


SERVING INDUSTRY FOR 50 YEARS WITH FINER ELECTRICAL PRODUCTS 





WALKER ELECTRICAL COMPANY, INC. 
70 Bennett St., N.W.—P.O. Box 8, Station D 
Atlanta, Georgia 


CONSULT THE FOLLOWING SOUTHERN REPRESENTATIVES 





WILSON ELECTRICAL EQUIPMENT & CO. 
2930 Commerce Street 101 E. Maple Street 
Houston, Texas San Antonio, Texas 
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Economic Comment 





HOW 


CURRENT EVENTS WILL 


AFFECT BUSINESS 


TRENDS 





MUCH HAS BEEN SAID recently 
about the continuing progress of 
the’ southern economic picture. 
Coming from an economic condi- 
tion approaching mild chaos to a 
sound and substantial level of busi- 
ness activity in the matter of two 
decades is a miraculous develop- 
ment. 

Furthermore, this rate of prog- 
ress (envied by many other sec- 
tios of this nation as well as by 
nations the world over) has been 
accompanied by a new and vital 
human activity that now forces 
economic change instead of having 
economic change thrust upon them. 

Probably this development, so 
difficult to measure, is even more 
productive of long run develop- 
ment than are the statistical re- 
cords proving mechanized agricul- 
ture and mass production industry 
have contributed many new dollars 
of income to the people of the new 
South. 


Advances in productivity 

These great advances have, for 
the most part, been the direct re- 
sult of a concerted effort for south- 
ern benefit since the beginning of 
the Great Depression. The southern 
economy at that point was at its 
lowest ebb and poverty and destitu- 
tion ruled with an iron hand. With 
this as a starting point it is well 
to describe actual economic condi- 
tions then and now. 

It is certainly true that much of 
the difficulty in the early years of 
the depression in the South was 
occasioned by dependence upon 
agriculture as the source of income. 
It was more true then than now. 
However, the South still must be 
considered to be one of the most 
important farm crop production 
areas in the United States. 

Total crop receipts in the South 
in 1929 came to slightly more than 
three billions of dollars and, after 
a decline in the thirties, moved up 
to approximately eight billions in 
1948 and over ten billions in 1950. 
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by J. Whitney Bunting, Ph.D. 


Professor of Economics 
University of Georgia 


At the same time that the above 
change was occurring, business and 
industrial productivity was expand- 
ing just as rapidly. In 1929 the 
value added by manufacture in the 
South was approximately three bil- 
lions of dollars, almost identical in 
value with agricultural productioa. 

Again, but little progress was 
noted in the decade of the thirties, 
but by 1947 the value added figure 
reached almost eleven billion dol- 
lars. The year 1950 showed even 
greater progress as the value added 
by industrial production amounted 
to fifteen billions of dollars or an 
increase of five billions over 1947. 

These facts are startling and rep- 
resent progress in both agriculture 
and industry that is superior to 
that of the nation as a whole. 


Labor developments 

Another important yardstick by 
which southern economic progress 
can be measured is by the examina- 
tion of labor statistics for both 
farming and industry. In 1935 
there were approximately 6,561,000 
farm workers in the south, but by 
1945 the number had dwindled to 
3,752,000. From 1945 to 1950 the 
number of farm workers showed 
a tendency to increase, and in 1951 
the figure stood at 5,500,000 per- 
sons. 

Industry and manufacturing 
showed a similar increase from 
1,338,000 workers in 1929 to 2,023,- 
000 in 1947, and 3,563,000 in 1951. 
This represents an increase of 
workers engaged in industry from 
1929 to 1951 of 166.3 per cent, 
while agricultural employment de- 
clined from 1935 to 1951 by 16.2 
per cent. 


Southern producing unit 


Another important indication is 
the number of operating farms and 


the number of operating businesses 
in evidence at the beginning of the 
period and at the end. Futher, the 
percentage change has a bearing 
upon an evaluation of economic 
progress. 

In 1930 there were slightly over 
3 million actively operated farms in 
the South, but in spite of a small in- 
clease occasioned by the back-to- 
the-farm movement in the mid 
thirties, the number of farms 
operated declined to 2,874,000 in 
1951. This represented a decline of 
6.9 per cent over the two decades. 

On the other hand, operating 
businesses and industries in 1929 
amounted to only 35,370. By the 
close of 1951 this number had in- 
creased to approximately 79,100 o1 
an increase of 123.6 per cent 

Another measuring rod for agri- 
cultural improvement is found in 
an analysis of acreage of crop land 
harvested. In 1930 a total of 105.6 
million acres were harvested in the 
South. This figure declined to 98.1 
million acres in 1935. By 1951 a 
grand total of 109.2 million acres 
were harvested for a percentage 
gain of 3.4 over a twenty year 
period. 

Average acreage per farm in 
1930 amounted to 34.2 acres in the 
southern region, but after twenty 
years of progress and development 
the average had increased to 38.0 
acres in 1951. The average number 
of workers per farm, in spite of 
the increased operating size of 
farms in 1951 over 1935, declined 
from 2.1 workers in 1935 to 1.9 
workers in 1951. Fewer persons are 
now operating more land area with 
greater product value results 

Data presented above is meaning- 
less unless business leaders examine 
it thoroughly as a basis for future 
sales and production policies, as 
well as for possible business expan 
sion or contraction. There is a 
wealth of good, incontestable data 
available for business analysis in 
the South and most of it proves 
the point that the South is making 
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(—\ Bracket Style “S” 


HAPCO Aluminum Alloy Street Lighting Standards 
and Brackets combine light weight with permanent 
beauty and unsurpassed durability. Research has 
proved these poles to be safer under collision or impact 
conditions, due to their high strength combined with 
a certain amount of yield which is not present to the 
same degree in steel or cast standards. Their weight is 
approximately a third that of their steel counterparts. 
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real progress both industrially and 
through agriculture. 

Much of the progress has been 
due to farsightedness of farm and 
factory producers, as well as gov- 
ernment leaders, in the economic 
strength of the region. Only by the 
careful planning and analysis of 
each economic step can continued 
progress be made. It is a real re- 
sponsibility of southern business 
leadership to see that this favorable 
trend is maintained. 


Wholesale trends in 
sales and inventories 

APRIL SALES of electrical goods 
wholesalers, all classes of houses 
combined, dropped slightly (19%) 
below the March level and were 8 
per cent under a year ago. Cumula- 
tive sales for the first four months 
of 1952 lagged 20 per cent behind 
the corresponding period of last 
year. 

As many geographic divisions in- 
dicated gains over March sales lev- 
els as reported declines. The South 
Atlantic division, however, re- 
mained at about the same level as a 
month earlier. While the West 
South Central and East Central di- 
visions indicated moderate _ in- 
creases over sales a year ago and 
the South Atlantic showed no 
change, all other divisions experi- 
enced declines ranging from 4 to 18 
per cent. 

By class of house, wiring supplies 
and construction materials dis- 
tributors experienced the only in- 
crease (3°) over March sales, but 
were at about the same level as a 
year ago. Full-line wholesalers, 
however, declined slightly (1%) 
from a month earlier and dropped 


8 per cent under April, 1951, whfle 
appliances and specialties whole- 
salers fell 7 per cent below March 
and 13 per cent under April last 
year. 

Estimated total sales of all elec- 
trical goods wholesalers for April 
amounted to $385 million, as com- 
pared with March sales of $393 mil- 
lion and April, 1951, sales of $424 
million. 

Inventories (at cost) of electri- 
cal goods wholesalers as of April 30 
remained at the same level as a 
month earlier, but were 2 per cent 
below stocks on hand a year ago. 
Appliances and specialties whole- 
salers, which noted the only in- 
crease (2%) over March invento- 
ries, showed the only decline 
(19°) from stocks on hand a year 
ago. 

At the current rate of sales of 
651 electrical goods wholesalers re- 
porting inventories in conjunction 
with sales, stocks on hand repre- 
sented approximately 65 days’ busi- 
ness, about 2 days’ supply less than 
reported for March, but 3 days’ 
supply more than on hand at the 
end of April last year. 

Total inventories of all electrica! 
goods wholesalers at the end of 
April were estimated at $760 mil- 
lion, the same as for March, but 
$65 million Jess than for April, 
1951. 


Personal savings 
at postwar peak 

SAVING by individuals climbed to 
a new postwar high in 1951. The 
amount saved was more than eight 
times as large as in 1950, and was 
also considerably greater than for 
any other postwar 


year except 


1946. About 72 per cent of the 
total liquid saving in 1951 took 
place during the last half with the 
peak being reached in the third 
quarter. 





LIQUID SAVING BY INDIVIDUALS 
BY YEARS, 1946-19 











46 4 46 “4 





TYPES OF LIQUID SAVING IN 195! 
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The upper part of the diagram 
shows the amount of liquid saving 
by individuals for each of the post- 
war years, beginning with 1946. 
In the lower portion, liquid saving 
in 1951 is broken down into the 
principal types. 

The data used are the estimates 
of the Securities and Exchange 
Commission. As defined by the 
Commission, “liquid” saving con- 
sists of the net increase in the 
holdings of individuals (including 
unincorporated businesses) in the 
form of currency and bank depos- 
its, savings and loan association 
deposits, insurance, and securities. 
A net rise in debt is treated as 2 
deduction from saving, and a net 
decrease in debt as an addition. 

As indicated in the upper section 

(Please turn to page 56 





Wholesale trends— 


hitlions of Dollars 


ELECTRICAL WHOLESALERS—ESTIMATED TOTAL SALES AWD INVENTORIES 





Estimated total sales of 
all electrical goods 
wholesalers for April, = 
1952, amounted to 385 | 

million dollars, a de 
crease of 8 million dol- 
lars below March, 1952, 
and 39 million dollars 
below April, 1951, 
sales. Electrical whole- 
salers’ inventories as of 
April, 1952, were esti- 
mated at 760 million 
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dollars, the same as for 
March, 1952. 











ELECTRICAL SOUTH for JULY, 1952 








Here’s why COleKefilel 


uses CERTIFIED BALLASTS in all their 
fluorescent fixtures 


“We equip all our fluorescent fixtures with Certified Ballasts because we find our distributors, 
the contractors who make the installation and the users all are more satisfied with results 
when Certified Ballasts are installed,’ says A. F. Wakefield, president of The F. W. Wakefield 


Brass Company, Vermilion, Ohio. ‘cio 


© 
: — . eg al 
His conviction is shared by many other manufacturers < ta 


aS ~ 
who have learned that CERTIFIED BALLASTS assure— _ 


Full Lamp Life Rated Light Output Maximum Ballast Life 


CERTIFIED BALLASTS are made to precise specifications, then 
tested by Electrical Testing Laboratories, Inc., which certifies they 
conform to these high standards. 

Write for complete information on the types of CERTIFIED 
BALLASTS available from each participating manufacturer. 
Participation in the CERTIFIED BALLAST program is open to any 


manufacturer who complies with the requirements of CERTIFIED 
BALLAST MANUFACTURERS. 





Makers of Certified Ballasts for Fluorescent Lighting 


2116 KEITH BLDG., CLEVELAND 15, OHIO 
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DO YOUR OVERHEAD 
LINES LOOK LIKE THIS? 


This photograph shows many of the reasons 
why you should consider installing aerial cable 
instead of line wire. Notice what a neat, compact 
job the linemen have done and how unobtiu 
sively the cable fits into the picture. Wouldn't 
you like your overhead lines to look like this? 


It is a safe job too because the cable is com- 
pletely insulated. Even if the cable should fall, 
which is highly unlikely, there is little or no 
danger to passers-by. Experience has shown that 
insulated aerial cable is the safest form of above 
ground transmission. Wouldn’t you like that? 


Notice how flexible the installation is too. 
See what a good looking “Y” tap has been taken 
off and notice the streamlined appearance of the 
splices. There is little danger here from swinging 


Simplee- WIRES & CABLES 
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ares or grounds caused by wet conditions. This 
type of an installation will reduce your trouble 
calls from owners of television sets. Wouldn't 
you like to increase safety and cut down on 
customer complaints? 


Insulated aerial cable leaves the pole in an 
uncluttered state. Wouldn’t you like to leave the 
impression with your customers that you practice 
good housekeeping ? 

These advantages and more can be yours if 
you use Simplex Aerial Cables. You will find that 
they are exactly what you want. They are made 
in various styles and sizes to meet varying con 
ditions. Want more information about these ver- 
satile distribution lines? A note to the address 
below will bring it to you without obligation. 


SIMPLEX WIRE & CABLE CO. 
79 SIDNEY STREET, 
CAMBRIDGE 39, MASS., 
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ALCOA 


ane . = ACCESSORIES 
A | 60a Tech nical BR 
Co-operation 


accessories for aluminum 
cable and ACSR. 


Aicos plengeend tiublann sondern tite es a 
.. has been supplying technical co-operation ever since. _ 
That's Sy ee eS ete ee 


teen veus—& tool of rar taedeed aE 
servant DANE ree 


Gall your nearest Alcoa sales office for Alcoa aluminum 
wice and cable .. . the best in service. 


: ALUMINUM COMPANY OF AMERICA 
at 2104-6 Gulf Building + Pittsburgh 19, Pennsylvania 


ay NOW 6:30 P.M. EDST every Sunday— 

SSP SEE IT NOW” with Edward R. Murrow 
... brings the world to your armchair... 
CBS Television 


FIRST IN 
ALUMINUM St ee 
FIRST IN 


ELECTRICAL SOUTH for JULY, 1952 





eee nae 


vores DEPENDABLE. 


TAKE STOCK OF OUR 
RESIDENCE PANELS, 
FOR INSTANCE... 


No General Residence Panel 
leaves our factory unless it is 
perfect — unless it meets the 
most rigid specifications of 
quality, safety and trouble-free 
performance. It is made to 

fill the greatest needs — to suit 
the most critical eye. Small 


wonder that a General Panel 





is preferred by all. This makes a 
jobber’s life a simple matter — 
and everybody's happy! 


Reasons why you can rely on neral panels 


e All copper parts are highest electrolytic grade 


e High dielectric insulating materials used 


: ‘ : = throughout 
“the switch is to General . : 
¢ Super-strong construction 






e Narrow construction — fits between all studs 
¢ More than ample wiring room 


fe oa ra i ¢ Plentiful and varied knockouts 


¢ All interiors jig-assembled for accurate 


Switch Corp. = 
¢ Flush spring latch to open or close doors firmly 
AO ROEBLING ST. » BROOKLYN 11, N.Y. ¢ Designed to blend with all decors 


SALES OFFICES IN EVERY MAJOR CITY ¢ All panels have flush mounting ears 
WRITE FOR CAT. #5201 





TAKE STOCK OF GENERAL—IT’S MORE DEPENDABLE! 
ENCLOSED SAFETY SWITCHES « SERVICE ENTRANCE-EQUIPMENT ¢ BRANCH CIRCUIT PANELS 
12 ELECTRICAL SOUTH for JULY, 1952 
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A COMPLETE WIRING SUPPLY SERVICE. Your near-by Whether the job calls for enclosed bustribution . .. conduit 
Graybar office or warehouse offers a unique supply service and fittings...or a combination of the two systems, you 
covering electrical construction materials for industrial can order all of the materials you need from this one, 
wiring projects of all types. convenient source — Graybar! 


ow to select the best distribution system for the job — 





> i a The effectiveness of any power distribution system depends 


aes * primarily on the proper combination of the electrical construc 

tion materials that comprise it. That’s the important reason why 
you'll find it profitable to check with Graybar on any plant 
wiring job. 





Graybar-distributed products are made by manufacturers who 
are leaders in their line. Via Graybar, you can choose from the 
widest possible selection of electrical construction materials 
available anywhere. Bustribution, trolley duct, conduit, fittings, 
wire and cable of all types, underfloor duct, surface raceways, 
panelboards, switchboards, safety switches, fuses, tapes — you're 
sure to find the combination that’s best suited to your customers’ 
needs. And, if you plan ahead with us, we offer you the extra 
know-how that assures your getting critical materials on schedule. 

Over 100,000 different electrical items are distributed by 
Graybar through its nation-wide system of offices and ware- 
Plan now for future plant flexibility. Graybar Special- houses. Complete catalog and quotation service covering them is 
ists are available to help you plan distribution sys- available to help you and your customer work out job costs and 
vroviding tor fatena eepane ann gion t2 specifications — for lighting. power, ventilation, communication, 
equipment, they can save you and your pee Mo as well as oe Graybar Electric . weg Inc. Executive Offices: 
money by locating distribution centers for easy Graybar Building, New York 17, N. Y. 222-77 
accessibility and minimum-distance circuits. 


Call Graybar fist ror... 





important NEW features 


... to the many basic advantages of 





CONDULETS ° _ TRAFFIC SIGNALS 
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| have been added 
| CROUSE-HINDS Type Epc 


motor starter and circuit breaker CONDULET * 


You get all of them on the Model M52 


Model M52 EPC is the most flexible explosion-proof line 
starter and circuit breaker enclosure ever produced. The 
addition of 7 new features to the proven basic advantages of 
the EPC construction assures the greatest ease of installation 
and maintenance. 

The exclusive basic advantages of the EPC Condulet have 
made it the world's leading enclosure for housing motor starters, 
circuit breakers and combinations for use in hazardous locations. 

The basic advantages are: 

EASY INSTALLATION ... The use of a strong light-weight 
aluminum alloy and the unique three-section design makes 
it practical for an electrician and his helper to install the 
largest housing without the use of costly lifting equipment. 
The internal devices can be easily removed for pulling in the 


maintenance, and maximum corrosion protection. 


FLEXIBILITY . . . A large number of different enclosures can be 
assembled from the wide variety of sizes of bodies and covers. 
They are not only used for circuit breakers and starters but 
have proven adaptable for many other types of electrical 
equipment. The body has numerous conduit hubs for 
flexibility of installation. 

COST AND TIME SAVINGS ... The outstanding advantages 
of the unique EPC Condulet over conventional explosion- 
proof enclosures all add up to lower installed cost and lower 
maintenance cost. 

All of these advantages have been available for years. 


Now Crouse-Hinds offers you 7 new improvements to 


wires., 

THREADED JOINT CONSTRUCTION ... All joints are threaded. 
All operating shafts and bushings are thread-in-thread con- 
struction. This insures maximum safety, easy inspection and 


underline the basic advantages of type EPC Condulets and 
to save you more dollars and more man-hours than ever 


before. 


Built-in Push button stations available on line starters and combinations 
of line starters with circuit breakers — START — STOP, FOR — REV — STOP and 
HIGH — LOW — STOP stations for regular, reversing, or two-speed starters. 


2) Built-in selector switch is available on line starters and combinations of 
line starters with circuit breakers. Normally supplied marked HAND — OFF — 
AUTO or JOG — RUN — OFF, three-position style. .Two-position selector switch 
or combinations of selector switch with START — STOP station can be supplied. 


(3) Back conduit entrance can be supplied by drilling and tapping the boss in 
\~’ the center of the back ... in addition to the four regular top and bottom hubs. 


(@) Protective Neoprene gasket is available for the upper cover joint. Where 
EPC Condulets are exposed to unusually severe weather or corrosive con- 
ditions, this gasket provides additional protection. 


(S) A new RESET lever with threaded shaft, rotating within a 
threaded bushing, provides easier and more positive operation of the 
reset mechanism. 


6) Horizontal through-feed conduit entrances are provided by 
drilling and tapping bosses on the sides of the Condulet body. 


Greater ease in wiring is provided by increased height in the 
center body section and by universal use of open framework mount- 
ings for circuit breakers and starters in the new model M52 EPC 
Condulets. 


md for YOUR coy. off Bott 2694, 


Model M52 
Type EPC Explosion-Proof 
Condulet in 7, 9, and 11-inch 
body sizes 


‘ 
ROLs; WINDS 


CC) [snouts 7 i 
wa? “ 


*CONDULET is a coined 
word registered in the U.S. 
Patent Office. It designates 
@ product made only by the 
Crouse-Hinds Company. 


CROUSE-HINDS COMPANY 
Syracuse 1, N.Y. 
OFFICES: Albuquerque — Birmingham — Boston — Buffalo — Chicago - Cincinnati — Cleveland-E 


Kansas City — Los Angeles — Milwaukee nneapolis — Ne h uttsburgh — F San Francisco ~ Seattle 
St. Louis—Tulsa— Washington RESIDENT REPRESENTATIVES: Albany — Atlanta — Baltimore — Charlotte — New Orleans — Richmond Va 


troit — Houston — Indianapolis 
York — Philadelphi Seat! 


d Ore 


Crouse-Hinds Company of Canada Lid. Toronto. Ont 


AIRPORT LIGHTING FLOODLIGHTS 
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“MOLD-CURED" HAZACORDS & 


FOR LONGER LIFE... 


LOWER CORD COSTS FOR YOU 





You've probably found it true too, that the 
service life of portable cords and cables — the 
true measure of cable economy — depends pri- 
marily on the toughness, lasting qualities and 
flexibility of the sheath. Today’s Hazacords 
are the result of many years of Hazard and 
Okonite experience in developing portable 
cable and cords for unusually severe service 
in every type of industry. 

Every Hazacord is protected with the spe- 
cially developed Hazaprene ZBF Sheath. It’s 
cured under pressure in a continuous metal 
mold which assures optimum vulcanization, 
maximum density, lasting toughness, a smooth, 
wear-resisting surface — and at the same time, 
ample flexibility is maintained. The Hazaprene 


ZBF Sheath is a time-proved neoprene com- 
pound with maximum resistance to oils, acids, 
chemicals, moisture and weather. In addition, 
it is highly flame-resistant — more than meets 
the flame test requirements of the Federal 
Bureau of Mines and the Pennsylvania De- 
partment of Mines. All Hazacords are insu- 
lated with tough, heat-resisting, long-aging 
rubber compound for full electrical 
protection. 

It will pay you to get all 
the facts about Hazacord. 
Hazard Insulated Wire 
Works, Division of The 
Okonite Company, 
Wilkes-Barre, Pa. 
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(Additional items will be found on pages 19, 69 and 71) 


1005-——Building Wire, Cable, Conduit. Extensive techni- 
cal data an a comprehensive line of electrica! cable, build- 
ing wire, and conduit raceways are provided in a new 86- 
page publication, General Catalog No. 500, issued by Tri- 
angle Conduit & Cable Co., Inc., 1906 Jersey Ave., New 
Brunswick, N. J. Handsomely bound in sturdy leatherette 
to take years of wear, this catalog also contains valuable 
information on electrical engineering and wiring standards 
for the aid of contractors, engineers, architects and indus- 
trial users. 

1011--Conduits. “Natural Electric Conduits” is the title 
of the new 30-page Catalog No. 603 which describes and 
illustrates the many types of electrical conduits that are 
manufactured by National Electric Products Corp., Cham- 
ber of Commerce Bldg., Pittsburgh 19, Pa. 

1013—-Proper Cable Sizes. A new booklet, “Selection of 
Proper Cable Sizes,” has just been issued by General Elec- 
tric’s Construction Materials Advertising Department, 
Bridgeport, Conn. This publication deals with the method 
of determining cables and cable sizes of asbestos-varnished 
cambric cables, Types AVA, AVB, and AVL. 

1015--SQUEEZON Connectors. The Squeezon, a new 
compression connector for power lines, is fully described 
in bulletin, “SQ” available from the James R. Kearney 
Corp., 4236 Clayton Ave., St. Louis 10, Mo. The Squeezon 
features greatly increased electrical and mechanical effi- 
ciency at approximately half the cost of conventional 
connectors. 

1019—-Service Panels. Information and prices on protec- 
tive control centers for homes, apartment buildings, ser- 
vice stations, and industrial applications is contained in 
Bulletin 494, “New Push-Button Service Panels,” issued 
by BullDog Electric Products Co., Box 177, Roosevelt Park 
Annex, Detroit, Mich. 


1031—Heating Units. The new Chromalox Catalog of 


Industrial Electric Heaters, Catalog 50, is available from 


Edwin L. Wiegand Co., 7600 Thomas Blvd., Pittsburgh 8, 
Pa. Four basic Chromalox units—strips, rings, tubulars, 
and cartridges—with wide variations in wattage, voltage, 
and sheath material, are listed, as well as easy selection 
and application data. 


1039—Switches and Guards. Newly released 32-page, 


_ color Catalog No. 49, of the McGill Manufacturing 
Inc., Valparaiso, Ind., contains complete descriptions 

of “Levolier switches, McGill lamp guards, and McGill 
electrical specialties. 

1041—Cabinets and Boxes. Thirty pages of catalog 
sheets comprise a new catalog available from B & C Metal 
Stamping Co., P. O. Box 56, Station D, Atlanta, Ga. The 
catalog is divided into three sections: products for elec- 
trical applications in general, products for the utilities 
and the R.E.A., and products for appliance distributors. 

1045—Electric Connectors. General Electric Co., Sche- 
nectady 5, N. Y., has announced a booklet describing a 
complete new line of solderless electric connectors which 
accommodates a wide range of conductor sizes. The new 
line is completely illustrated and diagrammed. This book- 
let is available from the Apparatus Dept., General Elec- 
tric, in Schenectady. 

1051—Air-Cooled Transformer. Bulletin No. 49-ACO is 
now available from Marcus Transformer Co., Inc., 34 
Montgomery St., Hillside 5, N. J., giving descriptive de- 
tails on the company’s new air-cooled distribution trans- 
former. Designed for indoor or outdoor use, the new 
transformer utilizes heatproof class B and C insulation 
which enables it to withstand overloads and eliminates 
the use of oil or other liquids. 

1053—Bustribution Duct. This 23-page bulletin, No. 
462, issued by BullDog Electric Products Co., Box 177, 
Detroit 32, Mich., describes in detail the BullDog Feeder 
and Plug-In-Bustribution Duct for bus duct electrical dis- 
tribution. The bulletin is profusely illustrated. The many 
drawings included show details of the duct, the various 
fittings, and the hangers, as well as diagrams of complete 
systems. 

1071—Plugs and Receptacles. Additional loose-leaf 
sheets for insertion in the Pylet Catalog 1100 are avail- 
able from the Pyle-National Co., 1354 N. Kostner Ave., 
Chicago 51, Ill. These pages describe a wide range of 
plugs and receptacles for special purposes. 

1079—Connectors. A 24-page catalog describing K & H 
solderless terminal lugs and connectors may be obtained 
from Krueger & Hudepohl, 5 East Third St., Cincinnati 
2, Ohio. A wealth of information, including specifications, 
descriptive material and illustrations are included. 





ELECTRICAL SOUTH 
806 Peachtree St., NE 
Atlanta 5, Ga. 


Gentlemen: 


Please send me the bulletins and catalogs indicated. 
(Print Plainly) 


Name 
Company 
Address 


City & State 





July, 1952 


Cirele numbers below. Bulletins and 
catalogs will be mailed promptly. 





1011 i 1015 
1039 1045 
1071 7 1081 
1093 5 1097 
1105 7 1109 
1117 p 1131 
1141 5 1147 
1153 55 1157 
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ARE APPROVED AS 
CONCRETETIGHT 


When setting E. M. T. in concrete 
you can make each job easier and 
more profitable by using Briegel 
All Steel Indenter Fittings that 
have UL approval as CONCRETE- 
TIGHT. Contractors the world 
over recognize their cost cutting 
qualities and the fact that they 
make each wiring job a better job. 
It is only natural that Briegel 
Fittings are the most widely used 
E. M. T. connectors and couplings. 


MMICOEL & 


GALVA,*® ILLINOIS 


Cross Section 
Showing 
indentations 





The M. B. Austin Co., Northbrook, tll.; Clayton Mark & Co., Evanston, Ill.; Clifton Conduit Co., Jersey City, N. J.; General Electric Co., 
Bridgeport, Conn.; The Steeld Co., ¥ 9 . Ohio; Pittsburg Standard Conduit Co., Pittsburgh, Penn.; Wegner Molleable 
Products Co., Decatur, Ill.; J. R. Richards Co., Carnegie, Penn.; Kondu Mfg. Co., Lid., Preston, Ont. 
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1081—Busduct Data. Various applications of the FA 
busduct for industrial purposes are illustrated in this 31- 
page bulletin made available by the Frank Adams Electric 
Co., St. Louis, Mo. 

1085—Lighting Fixtures. Eastern presents their most 
complete catalog, 32 pages of engineered lighting data, 
including a variety of fixtures for all architectural, com- 
mercial and industrial applications. Eastern Fixture Co., 
Inc., 170 Vernon St., Boston 20, Mass. 

1087—Connectors and Fittings. The M. & W. Electric 
Mfg. Company, Inc., East Palestine, Ohio, announces a 
new twenty-four page catalog covering Service Entrance 
Cable Fittings, Ground Clamps, Ground Rods, BX and 
Romex Connectors, Staples, Conduit Fittings, Wireholders, 
Insulator Supports, Cable Racks and Watt-hour Meter 
Protectors. 

1093—Magnetic Motor Starters. A new 22-page booklet 
(Catalog No. 6300—AIA file No. 31G3) issued by the 
Monitor Controller Company, 51 Hayward Street, Boston, 

ass., describes in detail the company’s V-type starters 
and explains the protection inherent in the patented Com- 
pensated Therma] overload. 

1095—Electrical Specialties. The F. D. Kees Mfg. Com- 
pany, Beatrice, Neb., has available upon request, a 20-page 
catalog illustrating various types of enclosures and other 
electrical specialties manufactured. This 76-year-old firm 
supplies the better-known utilities and jobbers throughout 
North America. 

1097—Flexible Cords and Cord Sets. A complete nine- 
page catalog is available from Cornish Wire Company, 15 
Park Row, New York 7, N. Y., containing data on all 
standard electric cords and stock cord sets, including Neo- 
prene-jacketed. Also descriptive data on the new UL 
approved all-Neoprene heater cord “COROPREX.” 

1099—Lighting Fixtures. Fluorescent and incandescent 
luminaires for schools, offices, stores and churches are il- 
lustrated in a series of bulletins issued by Curtis Lighting, 
Inc., 6134 West 65th Street. Chicago 38, Ill. The entire 
series or any individual bulletins may be obtained upon 
request. 

1103—Electrical Connectors. Burndy Industrial Catalog 
52, featuring a complete line of general-purpose connect- 
ors for industrial wiring is available. Complete informa- 
tion concerning application, construction features and di- 
mensions of these connectors are included, as well as sev- 
eral pages devoted to engineering data. Published by 
Burndy Engineering Co., Inc., 107 Bruckner Blvd., New 
York 54, N. Y. 

1105—SnapX Connectors. A new folder on SnapX con- 
nectors is now available from Briegel Method Tool Co., 
Galva, Ill. Illustrated and explained are the three steps 
necessary for connecting cables to boxes with this new 
connector for armbred and non-metallic ¢able. 

1107—High Voltage Portable Cables. The various types 
for use from 600 to 15,000 volts are described and illus- 
trated. Catalog listing including weights and outside diam- 
eters are given. Detailed splicing instructions are in- 
cluded. Copies may be obtained from Simplex Wire & 
Cable Co., 79 Sidney Street. Cambridge 39, Mass. 

1109—Anchoring and Drilling Devices. An illustrated 
32-page catalog No. 65, describing more than twenty-five 
anchoring and drilling devices for making fastenings to 
masonry, is available from the Arro Expansion Bolt Com- 
pany, Marion, Ohio. 

1111—Fluorescent Fixtures. The specifications on all 
fixtures built by the Light & Power Utilities Corp., of 
1035 Firestone Blvd., Memphis, Tenn., are detailed with 
illustrations in the newest catalog issues by this company. 
The cover of this catalog has an interesting wood cut 
called Light through the Ages which depicts the advance 
of lighting from the cave man to modern fluorescent 
lighting. 

1115—Remote-Control Wiring. An eight-page, non-tech- 
nical booklet on remote-control wiring, publication No. 
16-330, written expressly for the consumer, is available 
from the G.-E. Construction Materials Dept., Bridgeport 
2, Conn. The booklet gives a picture storv on the con- 
venience, safety, and economy of this new wiring method. 

1117—Fluorescent Fixtures. The Edwin F. Guth Co.. 
2615 Washington Ave.. St. Louis 3. Mo.. has released a 
new catalog covering their complete line of commercial 
and industrial, fluorescent and germicidal lighting equip- 
ment. A full range of fluorescent fixtures is presented in 
the catalog. No. 47. in a condensed, easy-to-refer-to form. 

1121—“SPIKE-LITE.” a new product of PERFECT- 
LINE Manufacturing Corp., Hicksville, N. Y., is now avail- 
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able. The “SPIKE-LITE,” a weatherproof, adjustable, 
aluminum lamp holder, is ideal for special outdoor light- 
ing for farms, gardens, displays, billboard, etc. It is com- 
plete with stake, asbestos gasket and 10 ft. or 25 ft. out- 
door cord and plug, and uses PAR 38-150 watt lamp which 
is not included. 

1131—Fluorescent Units for Slimline Lamps. This new, 
illustrated, 20-page bulletin gives complete specifications 
of general purpose, “Magna-F lo” lighting systems for 96, 
72 and 48-inch, T12 Slimline lamps. Describes individual 
units and continuous line systems plus accessories. 8%" 
x 11” page size. Write Benjamin Electric Mfg. Company, 
Des Plaines, Illinois, and ask for bulletin “mf.” 

1133—Vaportight Fixture. New Appleton “V-51” Series 
Convertible Vaportight Lighting Fixture is fully described 
and illustrated, for pendant, ceiling or bracket mounting, 
with or without reflectors and guards. Wattages, weights 
and dimensional data. Bulletin 5-A, 20 pages and cover. 
Appleton Electric Company, 1701-59 Wellington Avenue, 
Chicago 13, Ill. 

1135—Electrical Wiring Devices. Catalog No. 51, con- 
taining complete electrical wiring device line of Leviton 
Mfg. Co., Brooklyn 22, N. Y., is a 96-page thoroughly illus- 
trated one. Included are such features as the Kwikchange 
line, with wiring diagrams, a general index, and an index 
to catalog numbers. This catalog is completely new and 
revised. Over 1,000 items illustrated. 

1141—Champion Maintenance Manual. The “Champion 
Maintenance Manual”—24 pages of basic data on imcan- 
descent and fluorescent lamps, also the “Champion Light- 
rule’—an accurate pocket calculator for problems involv- 
ing various lighting fixtures with incandescent or fluores- 
cent lamps. Champion Lamp Works, Lynn, Mass. 

1145—Wires and Cables. Crescent Insulated Wire & 
Cable Co., Trenton, N. J., has issued a 118-page bradded, 
notebook-style catalog, No. 45, covering their complete 
line of wires and cables. A description of processes used 
in manufacture is followed by illustrations, specifications, 
and descriptions of the entire line. An alphabetical index 
and addendum complete the catalog. 

1147—FLUORESCENT LIGHTING FIXTURES. Com- 
plete catalog of fluorescent lighting fixtures for industrial, 
commercial and residential use. Address requests to Syl- 
vania Electric Products, Inc., 87 Union Street, Salem, 
Massachusetts. 

1149—Insulators. Victor Insulators, Inc., Victor, N. Y., 
has available a complete catalog of Victor high, medium 
and low voltage insulators and pole line hardware. Com- 
plete contour shapes, dimensions, specifications and engi- 
neering data are included. Write for Bulletin No. 4 or use 
reply coupon below. 

1151—Circuit Breaker System. A concise and well-illus- 
trated 28-page catalog, No. C. B. 1000, on the new Stab- 
Lok Circuit Breaker System has been announced by Fed- 
eral Electric Products Co., 50 Paris St., Newark 5, N. J. 
Advantages of the system comprise headings under which 
are listed complete specifications. Dimensions and knock- 
out locations, purchasing information, and wiring dia- 
grams are features of the catalog. 

1153—Jiffy Line Electricians’ Toois and Wiring Special- 
ties. A new catalog issued by Clyde W. Lint, 1144 W. 
Washington Blvd., Chicago 7, Ill., discusses details of the 
company’s line of tools and electrical wiring devices, pole 
line hardware, and standard porcelain. 

1155—Wire and Cable. Two new illustrated catalogs 
Magnet Wire, No. 23, and Power and Control Cables, No. 
24—available from Rome Cable Corp., Rome, N. Y.. cover 
variations of wire and cable types in the broad field of 
Rome Cable applications. Magnet Wire catalog has been 
designed to assist in selection and application of proper 
Magnet Wire types. In addition to descriptive data, techni- 
cal information has been included for reference. Power and 
Control Cables catalog is intended for utility, construction, 
and industrial engineering and purchasing personnel as 
a guide in selection of proper wire and cable types 

1157—Transformers. Dongan Electric Manufacturing 
Co., 2998 Franklin, Detroit 7, Mich., has brochures avail- 
able on its various types of transformers, including power 
circuit, control, signaling, machine tool, ignition and neon 
transformers 

1159—“Concertrol” Motor Control Centers. Completely 
descriptive, illustrated Bulletin 400 of the Continental 
Electric Eauinment Company, Box 1055, Cincinnati 1, Ohio, 
gives full information on modular standardized “Concen- 
trol” motor control centers. This bulletin features helpful 
layout and specification data of interest to both electrical 
equipment planners and plant production men. 
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Layouts for every job 


Costly delays are held to a minimum by this contractor’s system 


of preparing circuit routing and detailed plans on every job 


by C. Thomas 


@ ON ALL major jobs, W. K. Jen- 
nings, president and general man- 
ager of the W. K. Jennings Electric 
Co., in Austin, Texas draws up his 
own electrical layouts from the 
master plans. 

“We make tracings off the orgi- 
als and work in the circuit rout- 
ings,” said Mr. Jennings. “Thus we 
know before we start the job ex- 
actly what we are going to do, and 
just what materials we will need.” 

The usual proceedure—leaving 
the routing up to the job superin- 
tendent to be worksd out on the 
job—is too costly in more ways 
than one, Mr. Jennings believes. 

“In making the take off to esti- 
mate the job in order to bid it,” 
Jennings explained, “we can, and 
do, catch a number of short cuts. 
But we cannot remember them all 
when we go to execute the job. 
Neither is there any satisfactory 
way to pass this information on to 
the job superintendent. 

“Furthermore, our estimator 
who is also our materials man will 
have his own idea of the short cuts 
that can be employed. Seldom, if 
ever, will the job superintendent 
have the same ideas. As a conse- 
quence the materials man orders 
out too much of one thing and too 
little of another. This causes con- 
fusion and delay on the job. 

“Of course, the end result is that 
the electrical contractor has to ab- 
sorb the standby time of the jour- 
neymen and their apprentices while 
the practical installing is being 
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(Above) W. K. Jennings, standing, goes over a tracing with Vice-President 

Gene Caylor, chief estimator. Arlis Van Landingham, pricing expert, is in 

the foreground. (Below) On the job, Superintendent Red Eggeling goes 

over his tracing copies, keeping several jumps ahead of the work in his 
planning, while his helper and Mr. Jennings look on. 
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figured out, and while they wait for 
materials to be rushed out to them.” 

Architects who draw up the plans 
are never practical electricians. 
They show the placing of outlets 
and controls. At best, their plans 
are of little use to the electrical 
contractor. certainly, he cannot fol- 
low them to the letter. 

“Here for example,” said Jen- 
nings, “is an original plan. It shows 
six lines of conduit leading off 
from as many switch legs. The 
architect shows six lines of conduit, 
all making square corners. In this 
instance, by checking with the 
building plan, we find we can use 


one line of conduit, run the six 
wires through it, and eliminate all 
the square corners by running the 
conduit across.” 

All this, and other details, are 
figured out on the original tracing. 
Needless to say, it takes a practical 
electrical man to work out the trac- 
ing. You cannot put a graduate 
draughtsman on it, and expect re- 
sults. 

M. B. Linton, who does the trac- 
ing work for Mr. Jennings, de- 
signed a table that makes his work 
easier and reduced chances for er- 
rors. Anyone who has tried tracing 
over a blueprint is well aware of 


(Above) Here is a tracing ready to leave the table and be sent to the graphic 

arts house to have extra copies made from it. (Below) Sand-blasted plate 

glass top of special tracing table is lifted, showing interior construction of 

tracing table with its eight 48-inch fluorescent lamps, illuminating the 
42 x 60 inch tracing surface. 
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M. B. Linton, who designed the special 
illuminated drafting table shown in the 
accompanying photographs, prepares 
the tracings and layouts for the W. K. 
Jennings Electric Co. 


the fact it can be a difficult under- 
taking. The white lines are too 
often too faint to see. Thus, you 
have to stop, lift the tracing paper 
off, check, draw in, and check again, 
before proceeding. 

“That adds up to an aggravating 
deal,” said Mr. Linton. “Too, it 
wastes time ... at a time when 
time is at a premium.” 

To facilitate his work, Linton de- 
signed and built a special tracing 
table. The table itself follows the 
pattern of a conventional drafting 
table, but the top, instead of being 
wood, is made of sand blasted plate 
glass. Under the glass are eight 48- 
inch flourescent tubes. In use, the 
blueprint is placed over the glass 
the glass measures 42” x 60”—and 
a piece of tracing paper is laid over 
it. Strips of pressure tape hold 
them in place. With the lights un- 
derneath turned on, all of the lines 
are easily discernible. 

“In making the tracings,” Jen- 
nings explained, “it is necessary 
that all dimensions be shown by 
figures. For example, if we show a 
routing through several partitions, 
the distance must be calculated 
from actual dimensions. You can 
not rely on measurements scaled 
from the print even though the 

(Please turn to page 56 
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How to wire a cotton gin 


by William Pearson 


Pearson Electric Company 
Ralls, Texas 


® Fires caused by spontaneous 
combustion, or set by electric 
sparks, are our great hazards out 
here in West Texas, especially at 
Ralls, “where wheat and cotton 
meet.” I have been particularly 
conscious of such hazards, as a re- 
sult of my experience in wiring 
cotton gins and grain elevators 
which have been built to replace old 
wooden 
fires. 


structures destroyed by 

Cotton fibers are always so thick 
in the air of a running gin that 
they creep into light sockets and 
connections, no matter how care- 
fully you try to guard against it. 
Static electricity is troublesome out 
here on the Plains, especially dur- 
ing our frequent dust storms, and 
it, also, presents a fire hazard when 
conditions are just right. 

The slightest spark can set a gin 
or grain elevator on fire when the 
machinery is running, but today 
most of the gin buildings and eleva- 
tors are made of corrugated steel 
or concrete, and the only wooden 
parts are small pieces that will 
break in case of a machinery break- 
down, parts that can be replaced 
easily and cheaply. This arrange- 
ment prevents damage to the ma- 
chinery before the 
stopped. 


motors are 


The wiring of a cotton gin re- 
quires special care because of the 
constant jolting and vibration of 
the whole immense structure when 
the long line of machinery is in op- 
eration. There are few windows in 
the building because they are so 
easily broken, and therefore, it re- 
quires a great deal of electrical 
wattage to light up the = space 
enough for workmen to see what 
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they are doing even on a sunshiny 
day. 
Over-all illumination by usual 
calculation is not practical for the 
lighting of cotton gins, therefore, 
we have used the simple method of 
placing our lighting fixtures on the 
steel beam braces spaced at 8 or 10 


foot intervals in the building 
proper. Since there are so many 
objects to absorb and obstruct the 
light, we’ve found it best to locate 
each light to cover one particular 
spot where it is needed most, usually 
over the highest elevations of the 
machinery, some of which extend 
12 or 15 feet above the floor. 

None of the machinery in any of 
the gins I have wired has been the 
same. But I install a rigid conduit 
horizontally around the building, 
10 or 12 feet above the floor, fast- 
ening it securely with metal straps 
or beam clamps, made as tight as 
possible on account of the vibra- 
tion. On each steel beam or brace, 
we locate a 100-watt bulb with an 
out-and-down reflector. 

Then across the center of the 
ceiling, lengthwise, I run another 
conduit underneath the 
ceiling beams, with beam clamps, 

(Please turn to page 58) 


fastened 


High ceilings, lots of obstructions, severe vibration, and the constant fire 
hazard of the lint and fibers are some of the problems which the electrical 
contractor faces in wiring, cotton gins. 
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An adequate attic ventilation sys- 
tem, built into new homes, is a 
valuable sales feature—especially in 
the South. Builders are learning 
this as home sales become more 
competitive, and this opens up new 
opportunities for contractors. 


struction than in a structure that 
is already up. And classed as per- 
manent equipment, an attic fan can 
be financed under FHA 
tions, the same as a heating system 


regula- 


The outstanding sales feature of 
the attic fan is that of comfort—it 
provides the comfort that is to be 
derived from having a cooler house. 
The attic fan gives a definite air 





Fans for the new home market 


® NATIONWIDE FIGURES show that 
the sale of residential construction 
is stiffening. The millions of hous- 
ing units built since V-J Day have 
in many satisfied the need 
which had been built up during the 


areas 


war and the period of peak employ- 
ment immediately following it. As 
the defense program goes into high 
gear, we expect purchasing 
power to increase. There will be a 
definite market for new homes, but 
it will be a discriminating market. 
Competition will be keen. 

The added sales appeal of a new 
house which has an attic fan more 
than balances the extra cost in- 
volved. A feature like the attic fan 
will undoubtedly prove an attrac- 
tion that makes the home buyer 
choose one house in preference to 


can 
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another similar to it in design, lo- 
eation, and layout. 


Blueprint stage selling 
Dealers, wholesalers, and 
tractors are missing a great oppor- 
tunity for added income if they fail 
to push attic ventilation in new 
construction. Promote exhaust ven- 
tilating equipment to that part of 
the public which selects its homes 


con- 


at the blueprint stage. This can be 
done through architects and build- 
ers. In the anticipated tight con- 
struction period, builders and sup- 
pliers can mutually help each other 
if they work together. 

A promotion of this type should 
be based on the cold economic fact 
that it costs less to install an attic 


fan in a house that is under con- 


(Please turn to page 56 


1. Name of prospect. 

2. Address of prospect. 

3. Phone number of prospect. 

4. Location of job (if not at 
the address of the prospect). 

5. Type of building. 

6. Type of construction 
(brick, frame, block, ete.). 

7. Number of floors to be 
cooled. 

8. Cubical space to be cooled. 

9. Number of minutes for one 
complete air change recom- 
mended (one each minute in 
the South; one each minute and 
a half in the North). 

10. Type and size of unit or 
units needed (carrying proper 
“Certified Ratings” label). 

11. Location and size of air 
inlets, if any. 

12. Location 
outlets. 

13. Date job 
ished. 

14. Floor plan of house or 
building showing location of 
attic fan, outlets, and inlets. 

15. Price quoted (including 
unit, installation, construction 
of outlet louvers, and any other 
necessary changes). 

16. Method of payment (if 
necessary, schedule of time pay 


and size of air 


should be fin- 


ments). 
17. Name of 
contact. 


person making 


Despite the relatively simple appli- 
cation of attic fans, a form contain- 
ing complete data on each proposed 
installation will prove most valuable 
in eliminating guesswork and the 
danger of specifying incorrectly. 
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Should contractors advertise? 


@ by Norvell Ogden, President, Power Electric Co., Jackson, Miss. 





Mr. Ogden asked this question at the recent meeting 
of the Southeastern Region, National Electrical Con- 
tractors Association, held in Jackson, Miss., and then 
proceeded to answer it in a most effective way. His 





advertise. 


well dramatized presentation was one of the outstand- 
ing features of the program. Following is one part of 
Mr. Ogden’s talk, explaining how the contractor should 





@ MANY THINGS have to be consid- 
ered to reach a satisfactory answer 
to the question how to advertise. 
Probably the most important is 
“The Type of Advertising That 
Reaches The Most Prospects For 
The Least Cost,” or the most prac- 
tical medium. Following that would 
be arriving at a sensible budget. 
And then who is to develop or 
handle your advertising for you. 

As to medium to be used. This 
will vary according to your partic- 
ular type of business. If you oper- 
ate a business aimed primarily at 
the residential and small commer- 
cial trade in your area, then cer- 
tainly you have a prospect in prac- 
tically every home or business firm. 
To reach the most prospects with 
your story I would suggest one or 
the other in the order named or a 
combination of all three within your 
determined budget: first, news- 
papers; second, radio; and third, 
direct mail. 

There are other forms of supple- 
mental advertising that can be 
combined with these, such as spe- 
cial exhibits, home shows, give 
away novelties, telephone directory 
ads, calendars, etc., but concentrate 
on the first three to do the main 
job. 

If you specialize, say, in strictly 
the commercial field, industrial 
plant, utility field, or airport light- 
ing, or some specialized form of 
contracting or service, then concen- 
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trate on a direct-to-the-known-user 
type of advertising. Direct mail 
followed by personal contact is the 
best medium for this. 

This too can be supplemented 
with other forms, such as: trade 
magazines (depending on how much 
area you cover), telephone direc- 
tory, calendars (place these wise- 
ly), gifts, novelties, and the like. 

Now, if you are the firm that 
only goes after lump sum, cost 
plus, or time and material con- 
tracts, you may be one of those 
who thinks “I don’t need to adver- 
tise.” I argue that you do, in spite 
of the fact that this type operation 
characteristically works on the 
theory, that “we get our business 
on low bid,” or making the best 
proposition. I want to ask just two 
questions of you if you fall in this 
group. No. 1—How are you going 
to get a shot at every job? No. 2 
Don’t you know that many times 
low bidders don’t get the job? 

Space doesn’t permit us to go 
into all the reasoning that could be 
applied here, but this group should 
take a second look at advertising, 
if you expect to get more business. 
From my observation these are the 
boys that advertise very little or 
else they sometimes waste a little 
money on this thing that the news- 
papers frame up on you, like “We 
are proud to have been selected to 
install the wiring in this magnifi- 
cent building.” Boy, you pay a 


pretty price for what little you get 
out of that! 

If you are in this group and do 
advertise, you have the harder job 
of picking the best medium. I would 
again suggest a regular direct 
mail program, supplemented by 
other forms such as directories. on- 
the-job signs, truck and business 
car signs, moderate newspaper ads, 
and by all means some kind of 
brochure containing photographs. 
These can be used to show prospects 
your story, such as your plant, your 
equipment, jobs you have done, etc., 
when you get the chance to sit down 
with a live prospect. 

And right there my friend is the 
reason that the low bidder some- 
times doesn’t get the job! You've 
probably been on both ends of these 
deals, winner and loser. 


Develop a budget 


Budget your advertising expense. 
Do this by carefully arriving at a 
lump sum of money you will invest, 
or else follow the plan popular with 
most firms of advertising regularly 
on a plan. Arrive at a percentage 
of anticipated gross volume of busi- 
ness you expect to do—say in the 
next 12 months. This percentage 
will again vary according to your 
type operation. 

For example: if you are in the 
residential field I would suggest 
that you set up a budget of around 
1% of anticipated gross. For ex- 
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ample, if you anticipate $250,000 
gross this would be $2,500. If you 
expect to specialize and anticipate 
$750,000 gross, I would suggest 
around .8 of 1% or $6,000. If you 
are the “I bid ’em to get ’em type,’ 
try % of 1%. On a half million 
gross, this is only $2,500. 

One of the toughest answers to 
reach is who is to handle the ad- 
vertising. Well, of course, someone 
in your firm must either handle the 
whole thing or at least be respon- 
sible for seeing the job done 
through a third party. Few busi- 
nessmen are good advertising men, 
particularly in our field. Many of 
us are either electricians that came 
up the hard way, graduate electri- 
cal engineers, or just plain “acci- 
dents” like myself. 

Very few of us had much train- 
ing along the lines of advertising, 


or related studies such as psychol- 
ogy, philosophy, economics, or com- 
mercial art and illustrating. Of 
course in the absence of all this, 
you or someone of your group will 
have those rare qualities such as 
horse sense, tenacity, and above ail 
a clear cut understanding of what 
you have to sell, and to whom you 
want to sell it. If you have such a 
person, let him do it or administer 
it through the third party. 
Frankly, it will probably surprise 
some of you, as it did me, to learn 
how many of the professional ad- 
vertising agencies would be glad 
to handle your account on a rela 
tively small budget. Most of these 
boys will work on a small budget 
and fee retainer, because they are 
eternal optimists, and they feel 
that when they take over, you are 
going to grow and so is their fee 





How manufacturers can help 


Contractors need specialized materials for 


effective advertising. Here is an example of 


how one manufacturer makes these available. 


@ A. NEW INTENSIVE promotion for 
electrical contractors has been 
launched by the Lighting Division, 
Sylvania Electric Products, Inc., 
according to E. W. Gutelius, ad- 
vertising manager. 

“Sylvania’s new 1952 campaign,” 
Mr. Gutelius explained, “is pat- 
terned after a similar and very suc- 
cessful campaign initiated by Syl- 
vania last year. Our extensive 
1952 promotion is aimed at direct- 
ing customers for any and all elec- 
trical work to the electrical contrac- 
tor. This promotion features the 
electrical contractor as the expert 
on any problems involving light- 
ing, heat, or power. 

Last year well over 600 electrical 
contractors joined this program 
and the mailings signed by them 
reached over 100,000 prospects and 
customers, six times through six 
separate mailings. A contractor 
who used this campaign in Ne- 
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braska reported that he had in- 
vested $9.60 in postage and he had 
initially received sales of $3,600; 
a contractor in Missouri invested 
$6.18 in postage and had initial 
sales of $1,500; a contractor in In- 
diana invested $18.60 in postage 
and initially received sales of 
$10,000. The contractors attributed 
these sales directly to Sylvania’s 
Qualified Lighting Contractor Cam- 
paign. 

A feature of this campaign, and 
the only way the contractor can 
identify himself with the program, 
is the emblem which is produced in 
full color and can be placed on 
trucks, windows and on letterheads 

The theme behind this emblem is 
to sell the service of electrical con- 
tractors, Mr. Gutelius said, and it 
will be pushed in full page adver- 
tisements in leading 
papers and news magazines. It is 


business 


also being stressed to the eyes and 
ears of millions of people who see 
Sylvania’s weekly TV show “Beat 
the Clock” featured over 35 CBS- 
TV stations from coast to coast 
The promotion is being stressed in 
full-length commercials. 

When a contractor joins this pro 
motion he receives an attractive 
and comprehensive Sales Building 
Kit. The kit, which has been care- 
fully prepared by professionals in- 


These direct mail pieces are part of a ready-made promotional campaign 

on lighting for use of electrical contractors. They are designed for mailing 

to three different categories: architects; general contractors; and businesses 
such as stores, factories, and offices. 
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cludes newspaper and telephone di- 
rectory advertisements plus texts 
for talks to service and women’s 
clubs; interviews with radio ana 
TV groups; and procedure instruc- 
tions for making contacts with 
local groups and for obtaining local 
newspaper publicity when talks or 
interviews on modern lighting are 
given. 

The mailings that go out over 
the contractors names are divided 
into three groups: For store, office 
and factory prospects; architects; 
and general contractors. The par- 
ticipating electrical contractor pro- 
vides his own mailing list but the 
attractive mailing pieces are sup- 


plied by Sylvania at no charge ex- 
The mailings go 
out once each month. 


cept for postage. 


A manual is furnished to the 
electrical contractor when he joins 
this program which is the only 
thing that is directly 
with lighting. 


concerned 
This manual gives 
the contractor helpful rule of 
thumb methods of determining the 
correct illumination in 
types of installations. It 
tables showing 


various 

gives 
lighting 
levels, it shows what various color 


proper 


lamps will do to certain products, 
and gives a number of illustrations 
showing recommended layouts for 
typical rooms and industrial areas 





Remarks on maintenance 


in textile mills 


by Dan McConnell 


Cone Mills Corporation 
Greensboro, N. C. 


@ THE FOLLOWING NOTES on main- 
tenance of electrical equipment in 
textile mills are adapted from com- 
ments made by Mr. McConnell at 
a conference on “Electrical Appli- 
cation for the Textile Industry,” 
held recently at the Georgia Insti- 
tute of Technology in cooperation 
with the Institute of 
Electrical Engineers. 

* * * 


American 


We ask our maintenance men to 
carry Wigginton testers and never 
to go in on a circuit with their 
hands or a tool without testing first. 
We also have several of the smaller 
tong-test ammeters that have been 
quite satisfactory for hip-pocket 
carrying. 

* *% * 

We now have a project underway 
of numbering columns in the mills 
so a geographical location in any 
part of the plants can be deter- 
mined from this column marking. 
This is just getting started on a 
test basis, so nothing conclusive has 
come out as yet, though the system 
is used routinely in many of the 
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larger machine shops in the east. 
* * * 

Reynolds Tobacco Company, in 
Winston, has a small Gorton en- 
graving machine they make name- 
plates with, and this has been found 
most handy. We have an Addresso- 
graph Punch to make metal tags 
to mark machines with job number 
and file reference numbers, and also 
to make tags for valves indicating 
what is in the pipe lines where it 
is difficult to paint-code the lines 
Another outfit in our area has an- 
other type of nameplate cutter 
using dies, and this tag-marking 
idea has been found quite useful. 

x " e 

Some of the new 

slashers run on the fan motors in 


air-drying 


a very high ambient and we have 
had some trouble with them. Do- 
ing some insulating and ventilating 
in the motor compartments cured 
the trouble. 


* 


Some recent experience with 
transmitter-type loom drives has 


shown that the linkage adjustments 


on these devices are quite critica: 
if you want good bearing life, and 
the responsibility for checking this 
setting and keeping it properly ad- 
justed should be definitely placed 
when these drives are installed. 

Since our power system remodel- 
ing is now almost complete, we will 
start shortly on a project of num- 
bering our control 
equipment. The scheme we propose 
to use was a steal from the Dewey 
Decimal System used in cataloging 
library books and may be useful to 
someone. 


feeders and 


Each feeder leaving a unit sub- 
station will be numbered 1-2-3-4 in 
arabic numerals. The first discon- 
nect switch or section breaker com- 
ing off this feeder will be lettered 
A, the second B, and so on. The 
first control device behind the sec- 
tion breaker will be numbered as 
1-2-3. 


magnetic 


The number appearing on a 
switch on a_ spinning 
frame, for instance, would probab- 
ly read 3C4, meaning it was mag- 
netic switch No. 4, fed by section 
breaker C, from substation feeder 
No. 3. 

This helps a maintenance man as 
he can pull disconnect switch C and 
know for sure how much he has 
cut off, and that he is working be- 
hind an open switch. 

* * - 

In working with some fairly com- 
plicated schematic wiring diagrams 
recently, we found it useful to mark 
them up in a manner that essen- 
tially gives co-ordinates for each 
device shown on the schematic. The 
particular schematic in 
had some A.C. power wiring at the 
top, some D.C. power wiring in the 


question 


middle, and some D.C. control wir- 
ing on the bottom part of the fig- 
ure. At each horizontal line in the 
A.C. part of the diagram we put 
down a roman numeral, and for 
each feed taken off inside the outer 
borders of the figure we put down 
a letter subscript as “A,” “B,” and 
so on. 

In the D.C. power end the same 
thing was done using capital letters 
without a numerical subscript, 
using small letters for subscript on 
connections taken off inside the 
edges of the figure. In the D.C. 
control end where each line came 

(Please turn to page 62) 
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Load center substations 
reduce maintenance 


@ THE APPLICATION of load center 
unit substations in electrical dis 
tribution for industrial plants of- 
fers many advantages. One of the 
most important of these is voltage 
regulation at the points of utiliza- 
tion. That improved voltage regu- 
lation can produce substantial sav- 
ings in maintenance dollars is 
proved by the experience of a North 
Carolina mill. 

Savings of approximately 25 per 
cent on motor maintenance and 20 
per cent on light bulb replacement 
have been effected at the Highland 
Cotton Mill, High Point, N. C., 
since the installation of five new 
General Electric load center sub- 
stations a year ago, according to 
L. M. Young, maintenance man for 
the mill. 

3efore the new larger power 
units were installed, the company 


had three 
which had 


750-kva_ transformers 
progressively become 
more and more overloaded as a re- 
sult of increases in the mill elec- 
trical load. This overload and rela 
tively long cable runs to many of 
the motors resulted in unduly low 
voltage at motors, causing them to 
overheat. Attempts to maintain 
motor voltage by using higher volt- 
age taps on the transformers caused 
high voltage during light load peri- 
ods and resulted in excessive lamp 
burn-outs. 

To correct the situation and to 
provide additional power for an- 
ticipated further increases in mill 
load, four 1,500-kva and one 750 
substations 
were installed. The various units 
were strategically located to obtain 
minimum length of secondary cable 
to the load each unit served. The 


kva_ load-center unit 


Installation of five unit load center substations at the Highland Cotton Mill, 

High Point, N. C., has resulted in savings of approximately 25 per cent on 

motor maintenance and 20 per cent on light bulb replacement. Shown here 

is one of the 1,500-kva substation units the mill has added. (Photo courtesy 
of General Electric Co.) 
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result has been stable voltage and 
maintenance savings. 

The North Carolina company 
manufactures hosiery and under- 
wear ‘yarns, producing approxi- 
mately 110,000 pounds per week. It 
now has sufficient power capacity 
to increase production by 25,000 
to 50,000 pounds weekly. 


Tangent knockouts 
speed up jobs 


@ A NEW TYPE of matching knock- 
out to eliminate time-consuming 
conduit bending when ganging 
electrical devices has been intro- 
duced by one electrical equipment 
manufacturer. Faster, easier and 
neater installations is a result. 


WHY MATCHING TANGENT KO's 
ELIMINATE CONDUIT BENDING 


<*— VARIABLE 
3 


= 
CONSTANT # > 


MATCHING TANGENT KNOCKOUTS 


PROVIDE STRAIGHT, NEAT CONNECTION 


These illustrations show how the 
tangent knockouts permit conduits 
of all sizes to be installed with a 
constant distance between wall and 
conduit. As shown in the upper 
illustration, the center of the con- 
centric knockout cluster must be 
far enough out from the wall to 
provide for largest size conduit. 
(Illustration courtesy Square D Co.) 


The conventional concentric ar- 
provides knockouts of 
various sizes, 


rangement 
grouped around a 
common center which must be posi- 
tioned far enough from the rear of 
the enclosure to permit installation 
of the largest conduit size. There- 
fore, the distance from the rear of 
the enclosure is variable, depending 
on the combination of knockouts in 
each cluster. The size of the cluster 
required changes with device rat- 
(Please turn to page 60 


27 





Attendance in thousands at 


Balancing distribution of electrical products between civilian 


and military customers keynotes 44th convention program 


@ IMPORTANT industry problems 
were presented by prominent Gov- 
ernment and industry leaders and 
further analyzed in panel discus- 
sions during the 44th annual con- 
vention of the National Association 
of Electrical Distributors which 
was held June 8-12 at Atlantic City 
with a record attendance of nearly 
3,000 members and manufacturer 
guests. 

R. M. Johannesen, chairman of 
’ the Apparatus and Supply Division, 
| presided at the opening session of 
' that group at which Brigadier 

General Robert A. Ginsburgh, 
) USAF, special assistant to Secre- 
j tary of Defense Lovett, described 
the present military situation. Fol- 
‘lowing were panel discussions pre- 
sented by chairmen of the Divi- 
sion’s committees: L. E. Latham, 
Conduit; A. D. Stekes, Conduit 
Fittings and Boxes; C. O. Stoike, 
Wires and Cable, and Armored 
Conductor; Mrs. Lucille S. Klose, 
Wiring Devices; M. F. Shaffer, 
Apparatus and Control; J. H. 
Bragg, Fan and Ventilating; L. E. 
Salmon, Outside Construction Ma- 
terials, and W. H. Bingham, Panel- 
boards and Raceways. H. D. Roden, 
chairman of the Catalog Commit- 
tee, reviewed the program being 
undertaken by his group. 

A tremendous growth potential 
for lighting in all three major mar- 
kets was predicted by E. D. Stry- 
ker, General Electric Co., Nela 
Park, in his address on “Let’s Take 
a Look at the Lighting Business.” 
Based on NPA estimates the light- 
ing business for this year will be 
$331,600,000; and for next year, 
$341,200,000. Despite this, Mr. 
Stryker said, “it would be even 
more comforting to contemplate a 


28 


concentrated effort to sell the cus- 
tomer at least the minimum amount 
of lighting that has proven to be 
to the customer’s best interest.” 

The consuming public, he said, 
is definitely ready and willing to 
accept better lighting. Present sur- 
veys indicate new and encouraging 
trends. 

“For the first time since the 
twenties the residential market is 
offering itself to the distributor as 
a real opportunity,” Mr. Stryker 
declared. “The manufacturer has 
caught up with himself; he has 
adopted new equipment, new ideas, 
All these are at 
disposal. You, the dis- 
tributor, remain the 
ingredient.” 

Mr. Stryker concluded’ with 


new techniques. 
your 


essential 
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plea to distributors to develop bet- 
ter promotion and selling of light- 
ing products to customers in all 
types of markets, calling the dis- 
tributor salesman “one of the key 
men in the entire industry.” 

Two panel discussions followed. 
The first was composed of chair- 
men of committees; Morris Sacks, 
Industrial and Commercial Light- 
ing; H. P. Litchfield, Lamp; J. I. 
Bogdan, Residential Lighting. 

On the subject of ‘Co-operation 
With Government Defense Agen- 
cies” the panel was composed of 
William J. Dwyer, Thomas P. Kel- 
ley and Luther D. Shank, all of the 
National Production Authority. 

Speaking on “Distribution Is of 
Age,” George F. Hessler, vice- 
Electric Co., 


president, Graybar 


George F. Hessler (center), vice-president, 


Graybar Electric Co., New York City, was elected president of the National 
Association of Electrical Distributors at the association’s 44th annual conven- 


tion in Atlantic City. 


He succeeds W. G. Pierce, Jr., of Philadelphia. 


L. E. 


Barrett (left), president, Barrett Electrical Supply Co., St. Louis, was elected 
vice-president and chairman of the Apparatus and Supply Division of the 


association. 


Benjamin Gross, president, Gross Distributors, New York City, 


was re-elected vice-president and chairman of the Appliance Division. 
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distributors annual 


Inc., declared, “We electrical dis- 
tributors have come of age. We 
need not apologize for our exis- 
tence or defend our position for, as 
a group, we are now a full-fledged, 
fully-justified economic unit, per- 
forming a vital, necessary func- 
tion in peace or in war, in good 
times and bad.” 

Mr. Hessler said that the elec- 
trical distribution industry is re- 
sponsible for channeling from man- 
ufacturers to users some six billion 
dollars worth of materials annually. 
Some of the distributor’s func- 
tions, he said, are giving of expert 
counsel, knowledge of product 
sources, maintenance of adequate 
warehouse stocks, assembling and 
shipping many items from many 
suppliers on short notice, thorough 
knowledge and expert handling 
of all complicated requirements, 
speedy and accurate assembling, 
packing and delivery, proper ex- 
pediting work. 

“Distribution,” Mr. Hessler add- 
ed, “has helped industry to ‘laugh 
off’ a myriad of its problems in the 
expediting of goods, servicing of 
customers, reduction of unit costs, 


Fr one 
ver 


4 


i ge 


An opportunity for southerners to get together is provided 
each year by the Electrical Manufacturers’ 
Club of Atlanta in the form of a “southern breakfast.” The the 


Representatives’ 


and the mass marketing of 
ucts. The distributor has 
earned his position in our 
omy.” 

Other features during the Ap- 
paratus and Supply Division ses- 
of the Convention were a 
Board of Governors’ reception for 
honorary life members and new 
association members, and a father 
and son dinner. 

President W. G. Peirce, Jr., who 
presided at the general session, re- 
viewed the work of the association, 
placing special emphasis on the 
fact the Government agencies were 
now fully conversant with the 
many constructive per- 
formed by electrical distributors. 
Another NAED activity he stressed 
was the exhaustive study 
being completed by the Operating 
Cost Committee on the current 
costs of doing business. 

Mr. Peirce characterized the ex- 
change of thoughts and ideas at 
conventions and committee meet- 
ings as the greatest of the “intangi- 
ble” accomplishments of the asso- 
ciation. 

The 


prod 
really 


econ- 


sions 


services 


now 


radio and television busi- 


meeting 


| 


LHe, : 


A 


meeting is held in conjunction with the NAED convention. 
On this occasion the southern wholesalers are the guest of 
manufacturers’ 


representatives’ club. 


he said, finds itself in a most 
absurd position. “Every survey,” 
he declared, “shows an abundance 
of buying power 
are able to buy 
ridiculously 
times 


ness, 


and yet consumers 
our products at 
low prices, and some- 
below factory 
with these desperate 
offered by 


even costs. 
Even retail 
values plants 
are closing down because merchan- 
dise is not moving and large num- 
bers of workers are unemployed.” 


dealers, 


Recommendations to industry 


Although predicting no easy so- 
lution to this problem, Mr. Peirce 
offered three suggestions: that the 
appliance and television industry 
start working together, that the 
industry scrap present dies and 
tools and bring out more appealing 
merchandise with the latest devel- 
opments; and that a satisfactory 
margin of profit be brought back 
to allow for proper selling, demon- 
stration, and advertising expense. 

Following this address, a signal 
honor was conferred on Mr. Hess- 
ler, vice-president, Graybar Elec- 
tric Co., Inc., when he received the 
Distributors Medal, James H. Mc- 
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Graw Award for Electrical Men 
“in recognition of his constructive 
contribution toward coordinating 
the essential functions of the elec- 
trical distribution industry with 
the needs of government during 
the current national emergency.” 
The presentation was made by W. 
T. Stuart, secretary of the Com- 
mittee of Awards. 

Francis Stern, chairman of the 
Junior Achievement Committee, 
presented the Association’s annual 
award to Clarence Brown, repre- 
senting the Del-Craft Co., of Day- 
ton, O., for its ““Merrylite” electric 
Christmas greeting candle, voted 
the best electrical product produced 
and marketed this year by a J. A. 
group. 


Letter to J. Stalin 


Chas. G. Pyle, executive director 
of NAED, who also addressed the 
general session, directed his re- 
marks to Joseph Stalin in the form 
of an open letter which began 
“Having a wonderful time, Joe. 
Wish you were here.” Mr. Pyle 
called the work of trade associa- 
tions in this country “our real 
secret weapon,” adding that it is 
always a voluntary co-operative ef- 
fort by free people and for that 
reason Stalin could not use it. 

“Trade associations,” he assert- 
ed, “build and distribute a better 
kind of know-how through every 
field of endeavor — from canning 
salmon to building better roads. 
Our special kind of know-how was 
not come by easily. It took a half- 
century and grew from the think- 
ing and dreaming of 
millions.” 

On the subject of having plenty 
of butter with guns (which latter 
production job we didn’t ask for), 
Mr. Pyle said that “American capi- 
talism is doing the job.” He apolo- 
gized for using that “ugly word” 
but said that what it stands for 
and has accomplished speaks for 
itself. 

He offered a_ substitute word 
“that is more appealing and means 
exactly the same thing. The word 
is MORE-ism, Joe. More of every- 
thing. More food, more shelter, 
more clothing, more comforts, con- 


countless 


veniences, and services of every 
kind—and for more people. 
“MORE-ism—M for Maximum 
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... O for Output . R for Re- 
lentless ... E for Effort. Mavzi- 
mum Output, Relentless Effort.” 

Lowell B. Mason, member of the 
Federal Trade Commission, who 
was the principal speaker, warned 
that efforts of businessmen to cure 
their difficulties by legislation 
might end with “the helping hand 
of government getting too close to 
their throat.” He spoke on “Let’s 
Give Industry the Job Instead of 
the Works” and urged that indus- 
try and business take a close look 
at every piece of legislation. The 
hue and cry about reinforcing the 
Millard-Tydings act as applied to 
the electrical industry is largely 
academic, he said. 

Benjamin Gross presided at the 
Appliance Division session on June 
12. 

The first speaker, Elisha Gray, 
II, president, Whirlpool Corp., de- 
clared that the laundry appliance 
business is ready to move to the 
forefront in the white goods field. 
Speaking on “Building Your Fu- 
ture on the Home Laundry Busi- 
ness;’ Mr. Gray indicated as a 
“mathematical certainty” that this 
business is now being concentrated 
in fewer and fewer large compa- 
nies that will dominate the field. 
He said that annual unit sales of 
washers, dryers, and ironers had 
increased from 1,500,000 to 4,300,- 
000 in the last ten years, omitting 
the war years and going back to 
193, 


Washer market 

Mr. Gray predicted that home 
laundry equipment “will soon lead 
refrigerators in dollar sales.” While 
all washers are 76.4 per cent satu- 
rated, he said, automatics are just 
reaching 15 per cent, and dryers 
are at about 2.2 per cent. He saw 
an annual sales volume in a few 
years of 2,500,000 for the former 
and of 2,000,000 for the latter. 

Because of home living condi- 
tions, Mr. asserted that 
“home laundry equipment will be- 


Gray 


come the backbone of most major 
appliance distributorships by lead- 
ing other lines in both sales and 
profits.” 

He concluded with the statement 
that manufacturers must constant- 
ly seek to improve products and 
lower prices by “wringing out some 


of the inefficiency that has crept in 
during the lush years.” 

He urged improved sales train- 
ing plans and promotional activi- 
ties, adding that “some of our 
present material looks rusty to me. 
It’s up to us to set the tone for sell- 
ing at the wholesale and retail 
levels, and that tone must be more 
constructive.” 

Three sub-committees of the Ma- 
jor Appliances then 
participated in a panel presenta- 
tion with H. S. 


> 


Committee 


Schiele as chair- 
man. R. C. Litchfield spoke on 
kitchen Thomas B. 
Schmid on laundry equipment, and 
Mr. Schiele on 
freezers, 


equipment; 


refrigeration, 
room conditioners, and 


water coolers. 


Correctives needed 

The present status of radio, TV, 
and appliances was carefully ana- 
lyzed by Mr. Gross who called for a 
complete re-examination of produc- 
tion and merchandising practices 
He said that this was required to 
eliminate existing malpractices that 
have brought “chaotic conditions” 
to the electrical appliance business. 

“Hasn’t the Associated Distribu- 
tor Plan been responsible for cre- 
ating a basic price discrimination 
for any given branded product 
Mr. Gross asked. He also said the 
time had come to reconsider the 
business wisdom of using factory 
branches and 
companies to grant undue conces- 
regular mer- 
chandise, as well as terms, adver- 


9” 


factory subsidiary 


sions in prices on 
tising funds, and promotions, for 
the purpose of gaining undue mar- 
ket advantages over competitors. 
Mr. Gross further urged dis- 
tributors to recognize their “moral 
responsibility” to build business in 
their own areas by 
efforts of 
their own dealers, and asked that 
manufacturers “protect” such ef- 
forts. He suggested that a ra- 
tional established by 
manufacturers for the true ex- 
pectancy of sales of their products 
in each marketing area. Mr. Gross 
concluded with the statement that 
“the correctives are in the hands of 
all of us. It is anything but a hope- 
less situation if we begin applying 


operating 


stimulating the sales 


basis be 


correctives.” 
(Please turn to page 60) 
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“Wy best lighting job” 


@ Winners of the “My Best Light- 
ing Job” contest, sponsored by the 
Southwestern Section, Illuminating 
Engineering Society, were an- 
nounced by Allan A. Steitz. Pub- 
licity and Public Relations Chair- 
man for the Section. They are as 
follows: 

First place and winner of the 
$50 award was Leo Marienfeldt, of 
H. B. Wells & Associates, for his 
entry in interior office design and 
lighting. 

The $25 award for second place, 
plus a $5.00 honorable mention 
award, went to Miss Ruth Patter- 
son, of Dallas Power & Light Com- 
pany. Miss Patterson, a junior en- 
gineer, won with her design for 
the interior and exterior lighting 
on her sorority house, Gamma Phi 
Beta, located on the 
Methodist University campus. 

Third place winner of $15 went 
to Everett V. Welch, a local archi- 
tect, for his interior lighting of the 
W. R. Fine Galleries. Mr. Welch 


Southern also received 


Second prize winner in the lighting contest conducted by 
the Southwestern Chapter. IES, won by Ruth Patterson, of 
Dallas Power and Light Company, is an exterior flood- 
lighting installation for the Gamma Phi Beta Sorority 
house, near Southern Methodist University. The lighting 
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$5.00 honorable 
mention award for an _ exterior 
lighting design for a church. 

A $5 honorable 
awarded H. G. Jones, lighting spe- 


cialist for Texas Electric Service 


The lighting of the W. R. Fine Galleries, third prize winner in the South- 

western Chapter, IES, lighting contest, is an example of adequate lighting 

without glare or shadows. A Dallas architect, E. V. Welch, designed the 
lighting installation which features recessed units. 


Company, in Fort Worth. His entry 
was the design, layout, and type of 
fixtures used in the jewelry depart- 
ment of Wolf & Klar Jewelry Store, 
also of Fort Worth. 


(Please turn to page 62) 


mention was 


enhances the beauty of the building and also creates a 
spirit of hospitality and festivity. Average illumination of 
4 footeandles was obtained from six recessed units having 
widespread lens, each lamped with a 100-watt lamp. The 
units are hidden from direct view by the columns. 
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*% 


» This modern meter test room is directly over a meter store 
room and loading dock. Note the portable meter racks. 


® THE ADVANTAGES of concentrat- 
ing all operations in a single large 
building is being demonstrated by 
Nashville Electric Service, munici- 
pally operated light and power de- 
partment of the city of Nashville. 
The $2,800,000 building and ad- 
jacent yards have pulled all of 
NES'’s former activities from seven 
operating locations scattered over 
Nashville into one compact center. 
Departments that formerly had to 
backtrack congested city 
blocks to do business with one an- 
other can now pass things to each 
other through a window or door. 
In fact, Arthur W. Crouch, the 
designing engineer who dreamed 
up most of this centralized pool of 
service from which 700 employees 
work, says that one of the handi- 
caps of most power companies in 
the larger areas is that they oper- 
ate from too many buildings and 
working locations. By assembling 
all departments into one compact 
center where they rub elbows with 
each other, NES believes it is sav- 
ing enough money that it formerly 


across 
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The pole yard features specially designed steel and con- 
crete pole racks and a truck-height storage platform. 


ervice operations 


Years of careful planning have resulted in design 


that combines seven operations in a compact center 


spent in rentals, expensive locomo- 
tion from one department to an- 
other, and other economies to pay 
the entire maintenance and amorti- 
zation cost of the new $2,800,000 
general office and distribution, from 
which it serves 98,000 customers. 

For example, take some of the 
former disadvantages of NES’s dis- 
connected operating points which 
are typical of conditions under 
which most other large power com- 
panies work. The pole yard which 
used to be over in East Nashville 
far away from the railroad is now 
part of the new center with a con- 
venient spur track. 

The warehouse another 
part of the city with no rail con- 
nections and supplies had to be 
trucked to departments needing 
them. Offices were in two buildings. 
Parking for both customers and 
employees was a terrific problem. 


was in 


All these disadvantages and many 
more have been heavily erased. 
The building has four acres of 
floor space. It has adjacent lots for 
loading, parking, and any possible 
future expansion. All of which cov- 
ers nearly three city blocks com- 
prising eight ground. 
They directly adjoin the railroad 
13th and 


acres of 


yards at the corner of 
Church Street. 

The center is just six blocks from 
downtown Nashville and is out of 
the congested traffic area. The com- 
pany not only has sufficient ground 
for future expansion, but the build- 
ing itself was designed in such a 
way that three more stories can be 
added to the east wing if necessary. 

The NES inte- 
grated units 
former shop, warehouse, automo- 


center has six 
the pole yard, trans- 


tive section, operations section, and 
customer service section. To facili- 
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Indoor truck loading is especially convenient in wet and 
cold weather. Note saw tooth loading dock design. 


concentrated 


by Ross L. Holman 


tate operations these units are so 
coordinated that any two or three 
departments that have to work to- 
gether continually are located to- 
gether, or almost so. 

The pole yard on the east section 
of the center has specially designed 
steel and concrete pole racks, a 
truck-height storage platform 400 
feet long, and a spur railroad track. 
Poles are loaded by derrick. 

The transformer shop is in a 
small building back of the main 
building with a paved lot in be- 
tween. The purpose in setting it off 
to itself was to avoid unnecessary 
noise and to provide freedom of 
traffic in and around the building. 
It has a main 60 by 90 foot shop; 
a 25 by 72 foot crane shed, com- 
plete with transformer work pit 
and 10-ton overhead crane; a mod- 
ern 17 by 30 foot paint shop 
equipped with exhaust fan, water 
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spray 
electrical fixtures; an enclosed 21 
by 36 foot equipment shed; and a 21 
by 57 foot storage shed. 

The other four units are in the 
main NES building itself. Three 
of these, the warehouse, automotive 
section, and operations section, 
open into one another in a way that 
Saves a considerable amount of ex- 
pense and leg motion, to say noth- 
ing of the saving in trucking cost 
if these units were separated from 
each other by several congested, 
traffic-lighted city blocks. These 
three sections are down under the 
street level first floor and have 
plenty of drive-in truck facilities 
with loading platforms and over- 
night storage. 

The warehouse unit is 60 feet 
wide and 218 feet long and gives 
free access to trucks both in and 
out of it. It has both an outside 


filters, and explosive-proof 


Indoor storage is provided for the utility’s extensive auto- 
motive equipment as well as serwice facilities. 


loading platform and an inside one 
The loading platform inside is a 
suw tooth affair and a truck can 
can back into any saw tooth section 
for loading. 

One important feature of this ar- 
rangement is that back of each saw 
tooth section is a wire cage into 
which is placed during the day all 
the equipment and items to be sent 
out from that 
morning. When the trucks drive 


section the next 


into the warehouse at the end of 
each day’s work, each vehicle backs 
into its own saw tooth section and 
parks there for the night. The next 
morning the driver finds every- 
thing he is to load on his truck in 
the wire cage behind the section 
He loads it with a minimum of lost 
time and is ready to take off 

The storekeeper’s office is right 
in the center of the warehouse and 
the purchasing department at the 
end with ready access both from 
the 12th Avenue side and the gen- 
eral offices fronting Church Street 
A special storage room for oil and 
grease is located in the northeast 
corner of the warehouse, readily 
available to the garage shops 

The automotive unit which ad- 
joins the warehouse provides in- 
door overnight storage for cars and 
trucks, a repair shop, wash and 
grease house, and wash rooms for 
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The over-all plan of the Electric Center built by Nashville Electric Service to 

house all of its operations is shown below. The architect’s rendering of the 

finished building shows it as it appears to an observer standing at Church 
and 13th Streets. 
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rvom where meters are tested and 
repaired is a storage room for new 
meters. 

The offices which NES classifies 
as part of the operations section 
are on the second, third, and fourth 
floors. These include offices for 
bookkeeping, meter reading and 
billing, stationery store section, 
offices for the engineers and ex- 
ecutives, load dispatcher, and other 
officials and employees. The load 
dispatcher has a two-way com- 
munication with all company trucks 
and cars working within a 15-mile 
radius. 

The customer service section 
fronts Church Street. The front 
office on each side of the desk at 
which the kilowatt consumer pays 
his bill has an ever-changing array 
of major appliances and electrical 
housewares, model kitchen set-ups, 
show window appliance displays, 
and an auditorium. The office opens 
right into the 325-seat auditorium 
which is used for public demonstra- 
tions, cooking schools, and other 
occasional meetings. 
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transportation employees. Just out- 
side the automotive section are 
pumps and a 20,000-gallon under- 
ground gasoline tank to meet the 
fuel needs of every company vehicle 
ready to take off. 

The repair shop takes care of 
all the main repairs and adjust- 
ments on company vehicles, though 
major repairs and remodeling have 
to be done by private outside gar- 
ages. The shop has modern car lifts, 
washing and greasing equipment, 
and other labor-saving devices. 

The operations unit in the wing 
bordering 13th Avenue involves five 
stories of activities which include 
appliance servicing, meter depart- 
ment, and practically all the offices. 
The appliance repair section oc- 
cupies a room adjoining the front 
office customer service section on 
the first floor while the main re- 
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pairing is done in the basement 
shop just below. 

A customer coming into the main 
front office where power bills are 
paid can open a door into the cus- 
tomer service room adjoining and 
leave a fan, lamp, iron, or other 
appliance at the service desk from 
whence it is sent below for neces- 
sary work. 

The first floor also has a stock 
room in the service section for re- 
pairs as well as small supplies such 
as lamp bulbs, fuse plugs, and other 
items of this nature. 

The meter department is just 
over a store room and loading dock 
provided for its use. Contractors, 
service men, and others involved 
can drive their trucks to the load- 
ing dock and get service from the 
meter room immediately above 
where it is parked. Adjoining the 


occasionally to fit another manu- 
facturer’s or exhibitor’s design. 
For stage exhibitions and cooking, 
the kitchen has water, sewage and 
power connections for any live 
demonstration. 

On the third floor is the cafe- 
teria where food is served to all 
employees at cost. The kitchen and 
dining room of this cafeteria were 
designed to be a model for any 
commercial caterer contemplating 
an all-electric arrangement. It is 
planned to cut cost and labor to a 
minimum. 

“For example,” explained Mr. 
Crouch, “we had a cruder cafeteria 
arrangement under our old set-up 
in which it took an average of 3!2 
employees to serve 150 people, 
whereas our new cafeteria uses only 
5 employees to serve 500 people.” 

There are a number of time- 
saving features about the new cafe- 
teria we do not have space to men- 
tion but one impressive device is a 
conveyor belt on which each em- 
ployee, after eating, places his tray 
of used dishes to be carried back to 
the kitchen. 

There are many time-saving fea- 

(Please turn to page 64) 
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...for service, quality, 


true economy, 


always specify... 


devices 


. acomplete line offering long-life, 
trouble-free performance, and price 
ranges to fit every job requirement. 
Leviton’s vast selection makes 
standardization simple, too. 

For residential, commercial, 

or farm installations 

leading architects and for residential use 
contractors specify 

combination devices of T-rated switches and 

receptacles . .. T-rated flush toggle switches . 


ceiling receptacles, porcelain or plastic, with 
or without outlets... 


Leviton “tested” devices. 


industrial and commercial use 


T-slotted, double contact, 2 and 3 wire 
receptacles, flush or mounted on covers ... 
brass shell, plastic or porcelain pendant sockets 
and switches...cartridge and plug fuse 
cutouts... entrance switches 

Lev-o-let surface installation 

devices for farm, factory, 

camp and cellar... 

flush and butt mounted 

flourescent, slimline, 

and circline devices . 


Send today for the new Leviton catalog — 96 pages of valuable wiring 


information and full descriptions on more than a thousand Leviton devices. 


LEVITON MANUFACTURING COMPANY | LEWETON 


main office: Brooklyn 22, New York *« warehouses in: Chicago and Los Angeles 








plants in: Brooklyn, New York © Hillsgrove, Rhode Island * Pawtucket, Rhode Island 
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INDUSTRY NEWS 


Timely items relating to contractors, light 


and power companies, electrical wholesalers, 


electrical manufacturers 


Kentucky group 
honors apprentices 
TWENTY-TWO apprentices, who 
' had completed their training in a 
program sponsored by the Elec- 
trical Joint Apprenticeship Com- 
mittee of Lexington, were honored 
recently at a testimonial banquet 
and apprentice graduation program 
held in Lexington, Ky. 
Contractors, tradesmen, and rep- 
‘resentatives from the local trade 
school were jointly responsible for 
the successful operation of the 
“training system supervised by a 
VJoint Apprenticeship committee. 
‘Among the local groups working 
together were the local chapter 
of NECA, Local No. 183 of the 
IBEW, the Lafayette Vocational 
School, and the Dept. of Labor's 
Bureau of Apprenticeship. 

The purpose of the training pro- 
gram is to furnish instruction to 
the apprentices that will prepare 
them to render a real service to 
the trade as well as to give them 
confidence in their ability to handle 
various types of work and installa- 
tions. 

Clair Stille, manager of Central 
Kentucky Chapter, NECA, pre- 
sented the certificates of comple- 
tion. He said, “These twenty-two 
journeymen have had 8,000 hours 
of on-the-job training and the re- 
quired amount of related instrue- 
tion... . Our apprenticeship train- 
ing program is beginning to pay 
big dividends in skilled men, but 
further training is needed to meet 
the shortage of skilled mechanics 
throughout the country.” 

The guest speaker at this ban- 


. 


quet was Edward F. Gallagher, ad- 
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and their agents. 


ministrative officer of the Bureau 
of Apprenticeship, U. S. Depart- 
ment of Labor. He praised the lo- 
which cooperated to 
make the training an outstanding 


cal groups 


success. 

Among the other guests present 
were Bernard T. Fagan, coordina- 
tor, Lafayette Vocational School; 
William Hepburn, of Hepburn Elec- 
tric Co., Lexington and Miami; and 
Jesse Steele and John Stallard, who 
represented IBEW. 


GE transformer plant 
located at Rome, Ga. 


A  MULTIMILLION-DOLLAR  trans- 
former manufacturing plant, pro- 
viding employment for about 1,700 
persons, will be built at Rome, Ga., 
by the General Electric Co., Francis 
E. Fairman, Jr., general manager 
of the company’s Transformer and 
Allied Products Pitts- 
field, Mass., has announced. 


Division, 


The plant will consist of two 
large manufacturing buildings, an 
office building, and a number of 


outlying service buildings. Con- 
struction will be begun at once and 
will be completed by mid 1953, it 
was announced. 

Some classes of power trans- 
formers and distribution 
transformers, representing a total 
of 5'2 million kva, are expected to 
be produced annually at the new 
facilities. Production at the new 
plant will begin immediately fol- 
lowing its completion, with full 
production capacity expected to be 
achieved in 1955. 

Mr. Fairman stated that the con- 
struction of the new plant repre- 


large 


sents an impcrtant step in meeting 
the current business requirements 
for the proper location of adequate 
manufacturing facilities near im- 
portant customer areas, and near 
the supply of raw materials. 

He said, “With the sustained in- 
creased demand in the power trans- 
former business, the Rome plant 
will assure our transformer cus- 
tomers everywhere of our readi- 
ness and determination to protect 
their requirements. It will also re- 
lieve crowded manufacturing con- 
ditions, thus permitting 
utilization of existing 


better 
facilities 
here at Pittsfield, and provide ad- 
ditional capacity required to take 
care of anticipated increases in 


business.” 


Consolidation of 
Moe Light and Star Co. 


LEE B. THOMAS, president of Moe 
Light, Inc., Fort Atkinson, Wis., 
has announced that the company 
has acquired all of the capital stock 
of the Star Lighting Fixture Com- 
pany, of Los Angeles. The Moe 


Light Company manufacture the 


This is an architects’ drawing of the multimillion-dollar transformer manu- 
facturing ‘plant which the General Electric Company will build at Rome, Ga. 
“ : ar 2 

The plant is to be constructed at once and to be completed by mid 1953. 
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BOSCH BREWING COMPANY REPORTS : 








No outages...no maintenance... 
"We FORGOT WE HAD Transformers" 


“The trouble-free service we received from 
Westinghouse Dry-Type Transformers actually 
caused us to forget they had been installed,’ says 
the General Manager, Bosch Brewing Company, 
Houghton, Michigan. 

“We solved a tough installation problem by 
fitting them into a crowded wall space where 
neither a larger transformer or a disconnect switch 
could have been located,” says the contractor, 
Coon’s Electric Shop, Hancock, Michigan. 

For five years, two 10-kva Westinghouse Dry- 
Type Transformers operated with no outages, no 
maintenance . . . decreased a critical heavy load 
on 3-phase power circuits caused by expanding 
plant facilities . . . eliminated the need for a 
separate lighting service. 

You can meet the demands of changing elec- 
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trical loads most economically with Westinghouse 
Dry-Type Transformers. Easily mounted wher- 
ever power is needed, their small size and light 
weight make them easy to install. Mounted close 
to load centers, they cost less to operate, reduce 
power losses. Available with or without built-in 
breakers. Get a more complete story from yow 
local Westinghouse representative. Or write 
Westinghouse Electric Corporation, Transform 
Division, Sharon, Pennsylvania. J-706 


DRY-TYPE 
TRANSFORMERS 





nationally advertised Moe Light 
line of residential lighting fixtures. 

The Moe Light Company, with 
its main plant in Wisconsin, re- 
cently established a new plant in 
Princeton, Ky. The acquisition of 
the Star Lighting Fixture Company 
is a further step in the expansion 
of Moe Light’s activities in the 
home lighting field. 


Key electrical leaders 
to attend NFEC meeting 


PLANS HAVE been completed for 
the seventh annual National Farm 
Electrification Conference to be held 
October 20 and 21, at the Statler 
Hotel, Detroit, Mich., according to 
John Strohm, general chairman, and 
associate editor of Country Gentle- 
man magazine. 

As in past years, the conference 
will bring together key farm elec- 
trification leaders from national 
farm organizations, educational in- 
stitutions, U. S. Department of 
Agriculture, industry, and equip- 
ment manufacturing and merchan- 
dising organizations. Approxi- 
mately 300 specialists in farm and 
home electrification activities are 
expected to attend. 

The program of the 1952 con- 
ference will differ radically from 
past programs, in that it will be 
divided into section as well as gen- 
eral meetings. The section sessions 
will be devoted to practical discus- 
sions of electrical applications of 
interest to the farm homemaker and 
the production worker. Each group 
of applications will be discussed 
separately, with conferees invited 
to attend those sessions in which 

zy are most interested. 

This new system was introduced 

provide conferees with an oppor- 

ity of getting at “grass roots” 
swers to specific utilization prob- 
is as they pertain to certain pro- 

#ts, such as appliances in the 
, #me, and electrically operated time 
and labor-savers on the farmstead. 
Specialists in each line will be pre- 
sent to guide the discussions and to 
handie formal presentations. 

Nationally known farm electrifi- 


Detroit Edison Co., and Dr. A. W. 
Farrall, co-chairman of the pro- 
gram committee, and head of the 
Agricultural Engineering. Dept., 
Michigan State College, is a compli- 
mentary “industry night” program 
for the evening of the first day. 
For those who will be arriving 
in Detroit on Oct. 19, the program 
committee plans an informal eve- 
ning forum at which a wide range 
of farm electrification problems will 
be discussed in traditional open, 
question-and-answer style. 


Territorial appointments 
announced for Jiffy line 


Two NEW territorial appoint- 
ments have been made by the Clyde 
W. Lint Co., of Chicago, manufac- 
turers of the “Jiffy Line.” 

B. K. Patton, of the Gulf Sales 








Agency, 3022 Metairie Rd. New 
Orleans, La., will cover the Louisi- 
ana, Mississippi, and Arkansas ter- 
ritory. 

J. H. Arnold, of the Capitol Sales 
Co., 1715 West 30th, Austin, Texas, 
has been appointed to cover Okla- 
homa and Texas. 


Lighting fixture plant 
planned for Vicksburg 

WESTINGHOUSE Electric Corpo- 
ration has announced its plans to 
build a multimillion dollar indus- 
trial and commercial lighting equip- 
ment plant in Vicksburg, Miss. It 
will be the largest plant in the na- 
tion devoted exclusively to the man- 
ufacture of industrial incandescent 
and industrial and commercial fluo- 
rescent fixtures, the spokesman for 
the corporation claims. 


WHITE HOUSE COMFORT CONTROL—This electronic panel now regulates 
the temperature and humidity throughout the recently remodeled White 


House, in Washington, D. C. The complex board monitors the action of 

106 thermostats in the modernized mansion. These in turn control the 

year-round air-tempering system, believed to be the most elaborate ever 

installed in a residential building. Conditions anywhere in the White House 

can be checked from this panel and changes made if necessary. (Photo 
courtesy Minneapolis-Honeywell.) 


cation and agricultural leaders will 
address the general sessions. An- 
other feature planned for the 
Detroit meeting, according to J. C. 
Cahill, farm service coordinator, 
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RT “EYE COMFORT? 5000 SERIES 


LUMINOUS INDIRECT FLUORESCENT LUMINAIRES 


ig APPROPRIATE BRIGHTNESS CONTROL 


... Quality lighting with comfortable bright- 
ness ratios providing. 


© EYE COMFORT 


...in seeing by scientific shielding, diffusing 
and distribution of the lamp light through 


a LOW BRIGHTNESS 


... illumination that gives you lighting com- 


Curtis “Tong Hangers"* parable to diffused daylight. 
allow unlimited flexibil- 


ity in placement of hang- The new luminous indirect “Five Thousand” 
ers and keep installation 


cost at a minimum Series has Curtis quality construction and 
*Pat. Applied For workmanship throughout... with wire chan- 
nel constructed of heavy gauge steel finished 

baked white “Fluracite” enamel. Side panels 
Catalog are fine ribbed durable polystyrene plastic 
Number No. and Type of Lamps to softly diffuse the light and provide low- 
5002 T Twe, 96”, T-12, 72W Slimline brightness ratios between the ceiling and 

+ luminaire. Curtis “Five-Thousand” Series 

5003 { Two, 48”, T-12, 40W Bi-Pin Instant Start : luminaires are available to accommodate 

5004 Two, 48”, T-12, 36W Slimline ; all 4’, 5’ and 8’ fluorescent lamps. Write for 


= 3 descriptive literat : 
5005 Two, 60”, T-17, 85W Bi-Pin Starter Type uh cadaineniedicell 


5007 _— Two, 48”, 1-12, 40W Bi-Pin Starter Type 


__ 5008* Four, 48”, T-12, 40W Bi-Pin Starter Type 
7 5009* | Four, 48”, T-12, 40W Bi-Pin Instant Start 6 0 
5010* Four, 60”, T-17, 85W Bi-Pin Starter Type wept. 15-5 


6135 W. 65th Street, 
*Two Lamps Parallel. LI G HTIN G, INC. Chicago 38, Posen 
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The one story, steel and brick 
structure will feature the latest in 
industrial plant design and mecha- 
nized equipment. Both manufac- 
turing and warehouse facilities will 
be provided. Located on a 55-acre 
site six miles south of the city, it 
will extend approximately 900-feet 
along U. S. Route 61. 

Mr. Burt S. Burke, manager of 
the Westinghouse Lighting Divi- 
sion, announced that this plant is a 
result of the steadily growing mar- 
ket for lighting equipment. The 
new plant is part of the current 
Westinghouse $296,000,000 expan- 
sion program. 

Construction is expecved to get 
under way by August of this year, 
and the plant should be ready for 
completion and ready for occu- 
pancy by early fall of 1953. 

The products turned out will in- 
clude fixtures for fluorescent lights 
that go into schools, offices, stores, 
and factories, as well as the ballasts 
for them. Also produced will be fix- 
tures for incandescent and mercury 
lights that are used in industrial 
locations. 


Recently issued 


Code interpretations 


THE ELECTRICAL Section of the 
National Fire Protection Associa- 
tion has issued official interpreta- 
tions on several points of the Na- 
tional Electrical Code, through its 
secretary, Charles L. Smith. 

Interpretation No. 385 
(Issued May 20, 1952) 

Article 500. Hospital hazardous 
areas, seals where required. 

STATEMENT—Within the Class I, 
Division 1 area of a hospital oper- 
ating room, it is proposed to install 
plug receptacle and switch assem- 
blies. These assemblies include an 
outer enclosure to which conduit 
connections are made and an inner 
enclosure containing the receptacle 
contacts or switch mechanism. 
Leads from the inner enclosure are 
brought out through an integral 
seal into the outer enclosure where 
they are spliced to circuit conduc- 
tors. The assembly is approved for 
Class I hazardous locations. 

QUESTION —In conduit connec- 
tions to the outer enclosure of such 
an assembly, are seals required to 


40 


conform to sub-paragraph a-l of 
Section 5015? 

ANSWER—No. The provisions of 
sub-paragraph a-2 of Section 5015 
shall apply. 

STATEMENT— Within the Class I, 
Division 1 hazardous area in a hos- 
pital operating room runs of con- 
duit are connected to enclosures 
and extended to less hazardous 
areas outside of the operating room 
or above the five foot level in the 
room. of these runs are 
buried in the masonry floor slab of 
the operating room, and some of 
them are connected to the upper 
portions of enclosures which are 
partially below and partially above 
the five foot level. 

QUESTION 1—Where a _ conduit 
run enters a continuous masonry 
floor slab within a hazardous area 


Some 


and emerges in a less hazardous 
area, where is the boundary be- 
tween the two areas in regard to 
the requirements of sub-paragraph 
a-3 of Section 5015? 

ANSWER — The portion of the 
floor slab in which the conduit is 
buried constitutes the boundary, 
and the buried portion of the con- 
duit run shall be considered to be 
within the boundary. The seal re- 
quired by sub-paragraph a-3 may 
be located in either area. 

QUESTION 2 
is partially 


Where an enclosure 
partially 
above the five foot level, and a con- 


below and 


duit connection is made to the por- 
tion above the five foot level, where 
is the boundary between the two 
levels in regard to the requirements 
of sub-paragraph a-3 of Section 
5015? 
ANSWER 
spect to such conduit connection 
shall be considered to be at the 
level of the point of connection, and 


The boundary with re- 


the seal required by sub-paragraph 
a-3 shall be 
level. 


located above that 


Kuhlman establishes 
southern factory 


KUHLMAN Electric Company offi- 
cials announced the purchase of the 
assets of the Queensboro Trans- 
former and Machinery Co., of 
Crystal Springs, Miss., and lease 
of a transformer manufacturing 
plant which has been under con- 
struction at 


Crystal Springs in 


simultaneous negotiations con- 
cluded recently. 

The new plant, which will be 
completed in the near future, will 
facilitate distribution of the com- 
pany’s products in the mid-south, 
southeastern, and _ southwestern 
states. 

The Crystal Springs property 
will be operated as a branch plant, 
and headquarters of the company 
will remain in Bay City, Mich. The 
expansion program is being under- 
taken to meet the growing demand 
in the markets of the South for 


the products manufactured by 


Dates Ahead 


Illuminating Engineering 
Society, National Technical 
Conference, Edgewater Beach 
Hotel, Chicago, Ill., Septem- 
ber 8-13, 1952. 


International Association 
of Electrical Inspectors, East- 
ern Section, Hotel Statler, 
Washington, D. C., October 
2-4, 1962. 


IAEI, Southern Section, 
24th Annual Meeting, Her- 
mitage Hotel, Nashville, 
Tenn., October 13-15, 1952. 


American Institute of Elec- 
trical Engineers, Fall Gen- 
eral Meeting, New Orleans, 
La., October 13-17, 1952. 


National Farm Electrifica- 
tion Conference, Statler Ho- 
tel, Detroit, Mich., October 
20-21, 1952. 


Edison Electric Institute, 
Transmission and Distribu- 
tion Committee, Hotel Adol- 
phus, Dallas, Texas Oct. 23- 
24, 1952. 


National Electrical Manu- 
facturers Association, Had- 
don Hall Hotel, Atlantic City, 
N. J., November 10-13, 1952. 


Edison Electric Institute, 
Industrial Relations Commit- 
tee, Annual Fall Round Table 
Conference, Sheraton Hotel, 
St. Louis, Mo., Nov. 17-19, 


1952. 


Southeastern Electrical 
Wholesalers Association, “In- 
dustry Day” Meeting, At- 
lanta Biltmore Hotel, At- 
lanta, Ga., Jan. 15-16, 1953. 
M. L. Tice, managing direc- 
tor, 421 Rhodes Building, At- 
lanta 3, Ga. 
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FOR RESIDENCES, STORES 
AND SMALL LIGHTING 
INSTALLATIONS 


Walker Service Entrance Panels 


PROVEN PROTECTION TO FIT ANY SPECIFICATION 


Walker offers a complete line of Service Entrance Now! Two great lines of electrical products are 
Equipment that will satisfy any specifications you available to you from one source, Walker and 
might have. See your local Walker BullDog Sales BullDog, with headquarters in Atlanta. This 
Engineer or write the home office in Atlanta for association makes it possible to fill your entire 
3ulletin 3001 that provides you with a more de- electrical needs under one roof, with better ser- 
tailed explanation. vice, and faster deliveries. 

WALKER BULLDOG DISTRICT OFFICES: 


Birmingham, Ala. Jackson, Miss. 
Little Rock, Ark. Charlotte, N. C. Nashville, Tenn. 
Miami, Fla. Jacksonville, Fla. New Orleans, La 


Richmond, Va. Memphis, Tenn. Tampa, Fla. WECO 
WALKER BLECTRICAL CO. ING. a 


70 Bennett Street, N.W. © P.O. Box8 © Station D 
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Kuhlman. According to the com- 


| pany, the location of Crystal 
ry Springs in the approximate geo- 
\ 


graphic center of this market area 
y was an important factor in decid- 
ing to establish the branch plant 
here. 

The Queensboro Transformer 
and Machinery Company located in 
Crystal Springs, Miss., approxi- 
mately one and a half years ago, 
having moved from College Point, 
New York. The company engaged 
in the manufacturing of transform- 
ers and allied equipment, and con- 
ducted an engineering consulting 
service. 

A pioneer concern in the manu- 
facture of electrical equipment, 
Kuhlman has been producing trans- 
formers for the past 57 years. The 
company began in Elkhart, Ind., in 
1894. In 1915 the company moved 
to Bay City, Mich. 

In addition to transformers, con- 
trols, line regulators, and trans- 
former parts, they are also engaged 
in the manufacture of electric fur- 
naces for melting of metals. 

In this latest move, company of- 
<=" if you have any interest in lighting effi- ficials stated that a consolidation 

ciency and economy of present warehouses and distri- 
bution centers in the mid-South 
will result in economies to the com- 
pany and therefore better service 


and if you'd like the answers to questions 
such as these: 
; . to its customers in that area. 
is the most profitable cleaning cycle for the 
lamps in my plant? 
P YP Moves to new building 
can I duck 83% of my lamp burnouts? THE WELLS Electric Supply Co., 
Inc., wholesale distributors in Bir- 
Oe mingham, Ala., has recently moved 
e u e Q : ‘ : 
8 Po pay into a new location at 2430 Second 
. Ave., S a rméz ening was 
and how can I replace six lamps for what Ave., South formal opening was 
‘ held recently to show the new quar- 
it now costs me to replace one? : 
ters to the company’s customers 
and suppliers. 


YOURS WITHOUT COST 
OR OBLIGATION 


NAMES IN THE NEWS 


CHAMPION LAMP WORKS 


LYNN, MASSACHUSETTS 


The following changes are being 
made in managerial positions in the 
$ Hy 4 - ri ie lee io «: » be n- 
Please mail Free File Folder ES on planned cleaning Virginia Electric and Power Con 
and group replacement. pany: 
8 — , Forrest U. Ross, assistant vice- 
r os president of the Eastern division in 
oe : Position ee Norfolk, will become manager of the 
Richmond area with headquarters in 
Company cana ipainaaio’ ; a . . 
sta Richmond. James B. Hawkins, man- 
Street cients ‘ he as ager of the Blue Ridge district at 
: Charlottesville, will become assistant 
City. Zone State vice-president of the company with 
headquarters in Norfolk. 
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“in the design of modern houses, we 
find that a concealed heating system 
such as Ceil Heat, electric radiant 
ceiling cable, affords us the oppor- 
tunity of unlimited design freedom, 
resulting in greater utility, comfort 
and beauty in space arrangements.” 


Bianculli, Palm & Purnell, Chattanooga 
Architects for the Model House. 


Now everyone can enjoy better living through Ceil 
Heat, the revolutionary electrical ceiling cables that pro- 
vide invisible radiant heat—like the healthful rays of the sun. 
Yes, Ceil Heat, the new standard for cleaner, more com- 
fortable heat—is economical for homes in all price ranges! 


THOUSANDS OF USERS - in Tennessee and adjoining 
states—homes of varying sizes—all say they “wouldn't 
swap Ceil Heat for any other comfort in the home!” 
Compared to conventional heating systems, the combined 
installation and .operation of Ceil Heat actually costs 
less in the low-power-rate areas—costs very little more 
in most of the high-power-rate areas! There’s no wasted 
heat—each room is individually controlled. Ceil Heat is 
the fastest, cheapest and simplest way you can build a 
modern heating plant into a house. 


NEW FREEDOM OF DESIGN -Ceil Heat makes it 
easier for architects to design more beautiful, more efh- 
cient homes by utilizing space: formerly needed for regis- 
ters, radiators, pipes, furnace, fuel storage, and cellar. 


CEILGCHEAT 


ELECTRIC RADIANT CEILING CABLES 
“INVISIBLE RAYS THAT HEAT LIKE THE SUN” 


Cable, thermostats, staples and all materials for above installations fur- 


NEW invisible CEIL HEAT 
Selected for Model House 


OF CHATTANOOGA ASSOCIATION 
OF HOME BUILDERS 


= 


EASY TO ESTIMATE * EASY TO INSTALL- 
Just staple the cable to ceiling base and cover with plaster 
or wall board. Quickly installed by a local electrical con- 
tractor. Easy-to-follow instruction manuals furnished— 
contain simple tables for all climatic conditions to calcu- 
late heat losses and cable required. Ceil Heat is truly easy 
to specify, easy to estimate and easy to install! 


TROUBLE-FREE -—Ceil Heat is waterproof and non- 
corrosive—won’t blister paint or paper, or crack plaster. 
Nothing to get out of order—no repairs needed if installed 
according to simple directions. Five-year guarantee on 
cable. Acceptable for FHA mortgage financing. 


CEIL HEAT IS THE STANDARD -~ in radiant ceiling 
heat... perfected solely by Ceil Heat Division of Homes, 
Inc. Sold only through electrical 
distributors to approved licensed 
electrical installers. Write today for 
literature, fully illustrated, also 
showing other uses for Ceil Heat. 


CLIP AND MAIL TODAY! 


Prete 


CEIL HEAT Division, Homes, Inc., Dept. E.S. 7 
P. O. Box 10066, Knoxville, Tennessee. 





Please send me—without obligation 
—complete literature on Ceil Heat 


NAME___ 


nished by following distributors Harris-Patrick Electric Supply Co., 


HEATS — Nashville, Tennessee; Roden Electrical Supply Co., 
g Tennessee; Hajoca Corp., Chattanooga, Tennessee; Southern Whole- 

salers, Int., Dalton, Georgia; Frazier Machinery and Supply Co., Decatur 
Alabama ; Southern Supply Co., Jackson, Tennessee : Kingsport Electric Co., 
Kingsport, Tennessee. Limited FRANCHISE areas available. Write today. 


LIKE > § 
THE SUN “tin ~ 


ELECTRICAL SOUTH for JULY, 1952 


Knoxville, FIRM_ 


ACDRESS___ 
ae 


—ZONE____STATE 





B. J. Dorsey, manager of the Penin- 
sula district at Newport News, will 
become manager of the Blue Ridge 
district in Charlottesville. W. W. Wal- 
drop, manager of the Southside dis- 
trict at South Boston, will go to New- 
port News as manager of the Penin- 
sula district. Successor to Mr. Wal- 
drop as Southside district manager in 
South Boston will be Walter J. Mat- 
thews, director of Vepco’s employee 
information program at Richmond. 

George F. Duborg, manager at Ar- 
lington, is being transferred to Nor- 
folk as manager of the Norfolk area. 
His successor in Arlington will be 
G. G. Hollinshead, manager at Suf- 
folk. L. E. DeMoll, manager at 
Waynesboro, will become manager at 
Suffolk. 

. 


Otis Rae, Southeastern District 
manager for Westinghouse Electric 
Corp., with headquarters in Atlanta, 
Ga., has been presented with the 
Westinghouse Order of Merit, the 
company’s highest award for distin- 
guished service. The award was pre- 
sented by Gwilym A. Price, Westing- 
house president, on behalf of the com- 
pany’s Board of Directors at an in- 
formal luncheon in the Wall Street 
Club. Members of the Board were 
among the guests at the luncheon. 
Mr. Rae was given a bronze plaque 
bearing a large silver “W” and his 


Otis Rae 


name. The accompanying citation 
pointed out that the award was made 
for “his resourcefulness in promoting 
the sale of Westinghouse apparatus 
in the Southeastern District; for his 
appreciation of his customers’ prob- 
lems and his untiring energy in ser- 
ving their needs; and for his leader- 
ship in civic and community affairs in 
the important area he serves.” 


E. F. Lombardi, 2809 Whiting Ave., 
Charlotte 5, North Carolina, has been 
appointed a representative of The 
Standard Transformer Company, 
Warren, Ohio, to cover North and 
South Carolina 


Mr. Lombardi will handle Stand- 
ard’s complete line of transformers 
for power, distribution, lighting, me- 
tering, street lighting and testing. 


Franklin Transformer Co., of Min- 
neapolis, Minn., has announced the 
appointment of Kenneth Dawkins as 


Kenneth Dawkins 


general manager of its newly organ- 
ized electrical division. J. C. Ham- 
mond, vice-president, announced that 
Mr. Dawkins will also be in charge 
of sales for the division, which man- 
ufactures many functional electrical 
products. 


Mr. Dawkins formerly was 





HAVE YOU TRIED THIS FINEST OF PLASTIC TAPES? 


PACKED INDIVIDUALLY 
One 66-ft. roll, 34" width in 
single pocket-size metal can 


TAP 


CONVENIENT FIVE-PACK 
Five 30-ft. rolls, 34"" width 
in handy container 


RECOMMENDED IN PLACE OF FRICTION AND 
RUBBER TAPES IN THE FOLLOWING SITUATIONS: 


1. Where tape is subject to abrasion (resists abrasion). 


2. Where space is limited (makes neater job, as in terminal box). 
3. Where tape is subject to water, acids, alkalies, corrosion (resists all). 
4. Where time must be saved (does the job much more quickly). 


PLYMOUTH RUBBER COMPANY, INC. 


Manufacturers of SLIPKNOT — The World's Largest Selling Friction Tape 


CANTON, MASS. 
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You get these advantages with 


ome Aluminum 


ROPRENE SELF-SUPPOR 


ROPRENE OR ROLENE LINE WIRE 


3 BIG REASONS 


Why you are bound to save money with Rome Aluminum Self- 
Supporting Service Drop Cable and Rome Aluminum Line Wire 
. .. lower purchase cost... lower installation costs . .-. longer 
service life. 


LOWER PURCHASE COST... Depending upon the service in- 
volved, aluminum conductors cost less today. 


LOWER INSTALLATION COSTS ...Aluminum’s lighter weight 
means easier and cheaper handling ... in many instances 
permits longer spans with fewer poles. The simplicity of 
Rome’s Self-Supporting Cable construction means in- 
creased savings through cheaper hardware and ease of 
installation. 


LONGER SERVICE LIFE... Aluminum has proved itself as a 
long-life conductor material. RoPrene (Neoprene) as well as 
RoLene (polyethylene) as either insulation or covering 
has exceptional resistance to sunlight, moisture, corrosive 
atmospheres and abrasion. With no braids to rot and fes- 
toon, replacement is minimized. 


TING SERVICE DROP CABLE 


Rome Aluminum Self-Supporting Service 
Drop Cable is regularly supplied with two 
RoPrene (Neoprene) insulated power con- 
ductors of solid aluminum, spiralled around 
a bare neutral messenger of ACSR (alumi- 
num conductor steel reinforced). This time- 
proven construction provides high strength, 
plus simplicity of installation, 


Rome Aluminum Line Wire is available with 
covering of RoPrene (Neoprene) or RoLene 
(polyethylene). Here is low cost Line Wire 
having ease of handling, as well as long. 
non-festooning service life. Uniformly small 
diameters provide neater appearance, be 
sides reducing wind and ice loading. 


It Costs Less to Buy the Best 


ALUMINUM 


ROME CABLE CORPORATION, ROME, N.Y., AND TORRANCE, CALIF. 
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ciated with United Auto Parts of 
Canada, where he served three years 
as assistant general manager in 
charge of large scale motor rebuild- 
ing operations. 


Edward J. Good has been appoint- 
ed manager of electric sales of the 
Louisville Gas and Electric Company, 


E. J. Good 


Louisville, Ky. He succeeded E. V. 
Freeman who passed on recently. 

Mr. Good started with the Louisville 
Gas and Electric Company more than 
twenty-five years ago. During this 


period he worked in all phases of 
electric and gas sales, including resi- 
dential, commercial and industrial. He 
served in the Army from February, 
1943, to November, 1945, in Europe. 
He is a member of the Illuminating 
Engineering Society and the Electric 
Clearinghouse of Louisville. 
* 

The appointment of Marshall N. 
Waterman as assistant manager of 
commercial engineering for Westing- 
house Lamp Division was announced 
by W. B. Gero, manager of commer- 
cial engineering. 

Mr. Waterman became a member 
of the commercial engineering staff 
in 1948, after serving on the execu- 
tive staff of the Electrical Testing 
Laboratories, Inc. 


David B. Lawton, former assistant 
manager of manufacturing of the Gen- 
eral Electric Company’s transformer 
operations, has been named manager 
of the company’s newly-planned 
transformer manufacturing plant at 
Rome, Ga. The appointment was an- 
nounced by W. S. Ginn, general man- 
ager of the Power Transformer De- 
partment, Transformer and Allied 
Products Division, Pittsfield, Mass. 

Mr. Lawton joined the General 
Electric Company at the Schenectady 
Works in 1929. For his work in rede- 


signing the winding and assembling of 
coils in Selsyn motors, Mr. Lawton 
received the company’s Coffin Award 
in 1944. 

= 


Tomlinson Fort, vice-president in 
charge of the apparatus division, 
Westinghouse Electric Corp., recently 
received an honorary Doctor of Laws 
Degree from the New Mexico College 
of Agriculture and Mechanic Arts. 
Mr. Fort, a native of Atlanta, Ga., re- 
ceived his Bachelor of Science Degree 
in engineering at the New Mexico 
College in 1923. 

Mr. Fort joined Westinghouse in 
1923 as a member of the firm’s grad- 
uate student training course. He was 
named manager of apparatus sales in 
1949, and in 1951 was elected to his 
present position as vice-president. 

Mr. Fort holds the Order of Merit, 
the highest honor conferred upon its 
employees by Westinghouse. 

a 


The appointment of Albert J. Rose- 
braugh as sales manager of refriger- 
ation was announced recently by John 
M. Otter, vice-president and general 
manager of Refrigeration Division of 
Phileo Corp. 

Mr. Rosebraugh joined Philco in 
1929. He has served the Philco Cor- 
poration in many capacities during 
his career with them 





=FAsT-] ok, saves you time and money! 


Fast-Lok manufactures a complete line of 


adjustable bar-hangers with snap-on stud 


and snap-on button. 


CLICK...IT’S DONE! 


SIMPLY SNAP-ON... 


-..and Don’t Forget 


=Fasr “LOK. CONDUIT BEAM CLAMPS 


FAST. LOK beam clamp hangers cre made of 
“Ductile tron’ 
tensile strength—excellent impact and shock 
resistance. Laboratory tests show that 
tron’ clamps had 40% more yield strength than 
Grade A malleable iron and forged SAE 1010 
steel clamps. Furnished with extro heavy case 
hardened hollow point set screw. This hanger 
is constructed with swivel 
conduit to be fastened at any angle. Entire 
clamp is cadmium plated. Atlas = 1 ac- 
commodates 4 sizes of conduit—'/2 “1 
1%". Atlas No 2 accommodates 3 PT 
condult— M%"—1l2 


which is known for its high 


“Ductile 


base to permit 





No notching of beams .. . 


Eliminates bumps and protrusions . . 


ANY TYPE OUTLET BOX! 


TIME SAVING FEATURES 


no cutting of 


sheetrock. 


. ceilings 


and walls are always level. 


One style bar-hanger for all types of installa- 
tions... 


no accessories to buy. 


Eliminates inventory of various sizes and shapes 
of old style bar-hangers. 


Will hold any type outlet box rigid and secure. 


THE Fasry OK MANUFACTURING CO. 


Ash Street at Bedford e 


Bridgeport 5, Conn. 
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AXIMUM VISUAL EFFICIENCY PER FOOT CANDLE 


D 


Here -is another 

Sunbeam visionaire that 

leads the country in * 
luminaire design and photometric 
characteristics. Its unique 3-lamp configura 

tion is designed to produce a uniform 

(no ‘hot spots’) and wide-spread distribution 

of indirect light combined with the low brightness 
transmission of the extruded plastic side 

panels. Ceiling-fixture contrast ratio is markedly 
reduced and the general indirect illumination contributes N 
to greater visual comfort. For modern offices and * 


areas where speed and efficiency of work is critical, this is 


4y 


the lighting unit to specify. The easily removed « 


single piece plastic side panels are supported by metal ae 
". 


rails and grooves. Pendant mounted only, 


this luminous-indirect P1270 series is available in 48 “a 


and 96 lamp lengths, fluorescent and slimline 


SI \BE \\ LIGHTING COMPANY 


777 EAST 14TH PLACE 
LOS ANGELES 21, CALIF 





TODAY’S 


BIG 
VALUES 


IN FLUORESCENT 
LIGHTING 
for SCHOOL, INDUSTRIAL, 


INSTITUTIONAL or 
COMMERCIAL INSTALLATIONS 


BEFORE YOU CONTRACT OR BUY 
Compare! 


The Louisville Line is complete 


it's approved it's guaranteed! 


* 
WRITE FOR CATALOGUE TODAY 


Special quotations on specifica- 


tions of blueprints without ob- 


ligation 


LOUISVILLE LAMP CO. 


74 W. Breckenridge St., Louisville 3, Ky. 


Please send me your 1952 catalogue. 


COMPANY es 


ADDRESS 


i 
‘ 
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NEW PRODUCT NEWS 


Spring-type connector 


A SPRING-TYPE connector that can’t 
shake loose and requires no tools has 
been introduced by Minnesota Mining 
and Manufacturing Co., 900 Fauquier 
St., St. Paul, Minn., for making pig- 
tail splices in electrical wiring. 

Designated as the “Scotchlok” brand 
electrical spring connector, the manu- 
facturer claims that it will provide a 
tight, permanent splice for single. or 
multi-strand wires up to No. 10 in 
more than 300 different combinations. 

Easily applied, it is expected to find 
wide use in the electrical field, for 
making splices in such things as cir- 
cuit wiring, fixture hanging, and ap- 
pliance hook-up. 

The connector is made of zinc- 
plated steel wire in the form of a 
tapered coil spring. It is lubricated 
sc that it is easily screwed on the 
stripped ends of the wires with the 
fingers. A notched turning stem pro- 
vides adequate leverage during appli- 
cation and is then snapped off leaving 
a neat splice with no sharp ends. 

The unique coil spring design allows 
the connector to expand while being 
applied, but provides a shake resis- 
tant, tension grip on the wires once 


the splice has been made. The small 
diameter of the connector adds but a 
fraction of an inch to the diameter 
of the wires, making it especially val- 
uable for joining wires in crowded 
junction boxes. 

Recommended insulation for use 
with the connector is plastic “Scotch” 
electrical tape No. 33 providing a 
completely water - and - oil - resistant 
splice. The connectors are packed 100 
to a box, 10 boxes to a carton, and are 
sold through electrical wholesalers. 


* 
Non-metallic boxes 


A LINE of non-metallic , octagon 
boxes equipped with “D” brackets has 
been announced by Union Insulating 
Co., Inc., Parkersburg, W. Va. These 
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TELEPHONE CABINETS 


WEATHER-PROOF CABINETS 
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NEW ADDRESS—590 MEANS STREET N. W.—ATLANTA, GA. 
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On a road paved with YOUR Dollars 


A road twenty feet wide, carpeted with 
one dollar bills, extending 256,471 miles 
through space to the moon, --illustrates the as- 
tronomical magnitude of our Federal debt. 

1932 was a bad year for most of us, whether 
‘we were in business, or looking for a job, or 
going to school. 

1952 seems much better to the majority of 
our citizens, with increased business, high wag- 
es and a good education for the children. 

But how much better off, really, are those of 
us who think “we're in clover’? Consider our 
National debt which has skyrocketed from 19 
billion dollars to over 260 billion dollars in the 
past twenty years. 

Such a figure is difficult to grasp. But it rep- 
resents your debt, the amount that you and your 


family must pay. This debt is the obligation of 
every man, woman and child in the United 
States. The interest on this debt must be paid 
through taxes, and as the debt increases, the 
more our taxes will increase. If you have a 
wife and two children, your share of the Federal 
debt is now approximately $7,000. 

Your debt is now 13 times what it wasin 1932, 
and they're planning right now, down in Wash- 
ington, to inflate it even more 

Do you like it? Is that what you want? If you 
don’t like it and don’t want further expansion 
of our Federal debt, it's up to you to let Wash- 
ington know. Only when American citizens 
are aroused and speak up, by electing able and 
patriotic men to public office, will there be an 
end to this orgy of public extravagance. 


The Youngstown Sheet and Tube Company 
General Offices -- Youngstown 1, Ohio 
Export Offices--500 Fifth Avenue, New York 
MANUFACTURERS OF CARBON ALLOY AND YOLOY STEELS 


The steel industry is using all its resources to produce more steel, but it needs your help and 
needs it now. Turn in your scrap, through your regular sources, at the earliest possible moment 
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THIS IS THE MARK OF 
QUALITY 


in MOTOR CONTROLS 





Monitor 


For top motor performance un- 
der all operating conditions, be 
sure to insist on MONITOR Con- 
trols! MONITOR Controls assure 
dependable, uninterrupted motor 
service ... And there's a MONI- 
TOR unit for every control need! 


PIONEERS IN MOTOR CONTROLS 
SINCE 1888 


Custom-Bullt Control! Center for providing 
variable speed secondary resistor-type 
control for main pump motor and primary 
contro! for auxiliary pump motor. 


The 


MONITOR 


CONTROLLER CO. 


Braintree 84, Mass. 
REPRESENTED BY 
ELECTRICAL CONTROL COMPANY 


525 North Kentucky 
Oklahoma City 7, Oklahoma 


B. S. WOODMAN 
1570 Northside Ave 
Atlanta, Georgia 


L. L. ROUSSEL LYNN ELLIOTT CO 
312 E. Livingston PI 322 M & M Building 
New Orleans, Lo Houston 2, Texas 
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boxes, available in both 3% inch and 
4 inch sizes, eliminate the use of bar 
hangers in all applications where ceil- 
ing boxes need not be exactly cen- 
tered in the ceiling. 

This type box can be mounted firmly 
to joist or stud with a single nail, the 
manufacturer reports. The box and 
bracket assembly is so constructed 
that a fixture stud can be attached 
from inside the box at any time. A 
catalog sheet describing the complete 
line is available upon request. 

& 
Rubber connector body 


AN UNBREAKABLE and shock-proof 
2-wire soft rubber cord connector 
body, especially designed for heavy 
duty industrial service, has been 
added to the Rodale Manufacturing 
Company’s “Turn-Tyte” line. Made 
of soft rubber, it has a metal cord 
clamp, and is interchangeable with 
other makes of interlocking devices. 

The U.L. listed unit has all steel 
parts coated to resist corrosion. It is 
rated 10-amp., 250-volt; 15-amp., 125- 
volt. The cord hole diameter is 0.156 
to 0.650 and the connector has an out- 
side diameter of 1% inches. A sample 
will be sent if the request is made on 
company letterhead. Write to Rodale 
Manufacturing Co., Inc., Dept. ES, 
Emmaus, Pa. 


e 
Plastic tape 


THE TAPE DEPARTMENT of The 
Okonite Co., Passaic, N. J., is now of- 
fering Panther plastic electrical tape 
to round out its line of commercial 
friction and rubber tapes. The new 
plastic tape can be used for both 
electrical and mechanical purposes. 

Though only 7 mils thick, Panther 
plastic tape will withstand 10,000 
volts and has an insulation resistance 
of over 1,000,000 megohms per 10 
square inches of tape. Mechanically 
tough, Panther plastic tape will stand 
a 20-pounds pull per inch of width 
without breaking, yet can readily be 
stretched to permit smooth wrapping. 
This new tape adheres to any dry 
surface even at low temperatures, re- 
sists water, oils, chemicals, and with- 
stands weather extremes. 

anther plastic electrical tape will 
be sold through wholesaler distribu- 
tors and is available in standard rolls 
packed in individual cans, five-roll 
service packs, or counter display 
units. It carries approval of the 
Underwriters’ Laboratories, Inc., and 
complies with established government 
and commercial specifications. 

e 
Mining machine cable 


A NEW portable mining machine 
cable which reduces the chance of 
shock hazard and arcing when a break 
occurs, has been developed by Ana- 
conda Wire and Cable Co., 25 Broad- 
way, New York, N. Y. 

The purpose of this cable design is 


to cut off the power the instant dam- 
age occurs to the positive conductor 
insulation. The cable is used in con- 
junction with a ground trip relay 
which, when energized, shuts the 
power off. It is especially adaptable 
for use with shuttle cars and other 
mobile mining machines. 
& 


Steel framing material 


THE ANNOUNCEMENT of a_ sensa- 
tional new product, a new steel fram- 
ing material called Mult-A-Frame, 
was made recently by the Ainsworth 
Manufacturing Corp., of Detroit, 
Mich. 

The Mult-A-Frame consists of only 
three basic units, the chanel frame, 
a spring-T-bolt, and a_ safe-locking 


I 


fitting. With these basic units, users 
can build equipment for present needs 
that can at any time be dismantled, 
adapted, or converted to meet new 
and different uses. 

Unlike other framing materials, 
Mult-A-Frame is never scrapped, be- 
cause there is no nailing, drilling, or 
welding. It is bought in standard 
lengths, cut with a saw, and as- 
sembled with a common wrench. It 
can be easily and quickly dismantled 
with the same wrench for moving, 
converting to new uses, or storing for 
future use. Special units and com- 
plete layouts can be designed for en- 
tire plants. For these orders, the 
material is cut to specifications in the 
plant and shipped, ready for assembly 
by the customer. 

Among the uses for this new frame 
are racks for dies, steel bars, wire and 
cable, and displays; hangers for fix- 
tures; supports for conduit, switch 
panels, heaters, and ventilators; in- 
serts, scaffolds, and benches; besides 
serving home owners and farmers for 
work benches, machine mounts, etc. 

Distributors in important key cities 
will be signed up and given exclusive 
wholesale and retail selling rights in 
their territories. 

* 
Recessed lights 


TWO NEW recessed, incandescent 
lights, for wet or moisture-laden loca- 
tions, have been developed and re- 
leased by The Art Metal Co., Cleve- 
land, Ohio. 
The engineered construction of 
these units permits usage in such 
locations as: bathrooms, 
porches, stoops, and marquees. The 
fixture is designed so that a moisture- 


showers, 
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BEST TEACHER 


(IN COMMUNICATIONS, TOO) 








Every step in power-line operations is based on 
experience. Out of experience come newer, faster, 


better ways of doing things. 


The communications services offered by the Bell 
Telephone System are based on more than 75 years 
of experience. Our whole business is communica- 
tions and our stock in trade is service. We have the 
experience-tested equipment and the skilled man- 


power to deliver just as much communications as 


AF 
is R 


PRIVATE-LINE TELEPHONE TELETYPEWRITER MOBILE TELEPHONE 


you need —and can adjust to more or less service, 


as your needs change. 


You can measure our experience in delivering 
communication services in miles, in years, or in 
numbers of customers and you'll find it unequalled. 
Our nationwide network of microwave radio, wire 
and cable stands ready to meet your needs. 

Your Bell Telephone Company will be glad to study 


your communications problems and needs without charge. 


a aS \ BELI 
METERING CHANNELS | 


PELEPHONE 
SYSTEM 
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RECESSED 
HTING FIXTURES 


1000 Series 


LIG 


Model 1000—100-150 Watts 


PRY-LITES 
U. L.—l. B. E. W. 


Model 1054—100-150 Watts 


PRY-LITES 
install faster 


— 


— 


Model 1003--2-100 Watt Lamps 


PRY-LITES offer a wider 
choice of glass patterns 


Model 1067— 200-300 Watts 
Top or bottom relamping 
for commercial jobs 


PRY-LITES fit 
any finish—/2" to 2 
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Specify 
the 


Line _" 
Model 1055—A louvered fixture 
Uses R-40 or PAR-38 lamp 
by PRY-LITES feature 
“snap-up” fronts for 
easier cleaning and 
relamping 


Designed 


Pryne 


For Details See 6 
i 
Sweet's Builders’ t 
wilders’ File pay 
. Bia 
Sweet's Architect's File 
File ory 
or write 


WEEE & 52: 


(Rhymes with fine-and means it) 


Box $-72, Pomona, Calif. 124 Adams St., Newark, N. J. 


WAREHOUSES 
Los Angeles, San Francisco, Chicago, Atianta. Stocked 
by more than 700 wholesalers in over 400 cities. 
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proof cork gasket is placed between 
the glass and face trim, and between 
face trim and insert housing. This 
special gasketing of the critical ex- 
posure areas results in effective elimi- 
nation of moisture and dampness in- 
side the unit, and particularly around 
the medium-base socket and in the 
4-inch outlet box. 

The white ceramic glass has high 
light transmission efficiency and is 
scientifically contoured for uniformly 
white surface brightness and spread 
light on ceiling. Face trim and insert 
housing are made of corrosion-proof 
aluminum. The units are styled for 
either a 60 or 100 watt LF. lamp, 
and are listed and so labeled by Un- 
derwriters’ Laboratories, Inc. 

For additional information on this 
and other new products being released 
by the manufacturer, write to The 
Art Metal Co., Cleveland 3, Ohio. 

3 


Fittings catalog 


BUCHANAN ELEcTRIC Products Cor- 
poration, Hillside, N. J., has just re 
leased a new catalog, No. 52. This 
catalog describes the manufacturer’s 
complete line of solderless wire con- 
nectors, cable and conduit fittings, and 
wiring devices. 

This 12 page booklet contains illus- 
trated descriptive . information on 
Buchanan’s electrical fittings, and in- 
cludes complete specifications, dimen- 
sional data, application instructions, 
and ordering information. 

@ 
All purpose panelboard 


THE PB Electri-Center, a general 
purpose circuit breaker panelboard 
for controlling lighting and appliance 
circuits has been introduced by Bull- 
Dog Electric Products Co., of Detroit, 
Mich. 

The panelboard is rated 1 phase, 
3 wire, solid neutral, 120/208 volts 
a-c, With 100 ampere main wire grips; 
or 3 phase, 4 wire, solid neutral 
120/208 volts a-c with 100 ampere 
main wire grips. It is listed by Un- 
derwriters’ Laboratories as an “In- 
spected Panelboard.” 

The PB panelboards are available 
n two sizes, 14 or 20 circuits. They 


° 
| | 











are merchandised to distributors as 
“Basic Devices.” The Basic Device 
contains box, interior, two 15 ampere 
Pushmatic breakers, and two 20 am- 
pere Pushmatic breakers. Additional 
breakers, filler plates, and fronts are 
supplied at the time of purchase to 
suit -the customer’s specific needs. 
Doors with locks are available, if de- 
sired. This merchandising plan pro- 
vides for immediate, over-the-counter 
delivery. 
e 


Fluoreseent luminaire 


THE MILLER CoMPANY, of Meriden, 
Conn., has announced a new fluores- 
cent luminaire which embodies the 
latest advancement in illuminating 
engineering. 

The new Lexington model comes in 
2-lamp and 4-lamp, 4 and 8 foot types 


for general line and slimline lamps. 
This new luminaire, constructed of 
rigid steel, has a shielding with ex- 
tremely low brightness. It is simple 
to install and maintain, and comes in 
a choice of metal, plastic, and glass 
panel sides. 
” 
PTF insulating film 


A VERSATILE new form of insulating 
film, polytetrafluoroethylene electric 
insulating film, has been announced 
by Minnesota Mining and Mfg., Co., 
900 Fauquier St., St. Paul, Minn. 
This new film comes in a versatile 
form that can be fused into a co- 
herent mass after application. 

Added to the firm’s line of “Scotch” 
brand pressure-sensitive electrical 
tapes as PTF, “Type B,” electrical in- 
sulating film, it is made from unfused 
“Teflon” flexible . and 
stretchable form. The new type film 
is expected to find wide use for Class 


resin in a 


H insulation on conductors, coils, con- 


other 
perating at high tem 
frequencies, and voltages. 

Its dielectric strength after fusing 
is more than 1,000 volts per mil, and 
moisture 
than 1 
over a period of 24 hours. 


transformers and 
nstallations o 
peratures, 


densors, 


vapor transmission is less 
10-gram per 100 square inches 
In the man- 
ufacture of printed circuits its high 
mechanical shock resistance enables 

to be used where ceramic-base ma- 
terials cannot. It is one of the few 
materials continuous 
flexible form that will resist the de- 


available in a 


grading effect of ozone caused by arc- 

ing brushes in completely 

motors and generators. 
Because of its high conformability 


enclosed 
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o. 2035 

If you want a small, com- 
pact switch that really 
stands up. get this all 
bakelite, Flush Toggle 
Switch with box screws 
mounted in ears. Single 
pole, brown or ivory. 
Easy to install. Wide ears 
are scored. 5A-250V— 
10A-125V. [7] 


By, 
ew? 


No. 9101 
Perfect if you want 
a Flush Toggle 
Switch for extra 
rugged use. All 
bakelite — totally 
enclosed—top 
wired — has posi- 
tive kick off. Brown 
or ivory. Also in 
three way. 5A 
250V—10A-125V 
T). 


Write for our 
No. 


WD 
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No. 109 
Ideal if you want a 
flush duplex, T-slot 
receptacle with 
plaster ears that is 
quickly installed. 
Box screws 
mounted in ears. 
All bakelite body 
in brown or ivory. 
10A-250V — 15A- 
125V. 


new Catalog 
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You cantrust it... 


These Circle F wiring devices meet 
all federal specifications, and all 
requirements of the REA and CSA. 
They have earned approval of the 
Underwriters Laboratories. 


Circle F means wiring devices manu- 
factured from the best grade of 
materials—by skilled labor—and 
thoroughly tested and inspected. You 
know you're selling the best when 
you sell Circle F. 


No. 136 
You'll find this Duplex 
Flush Receptacle easier 
to install because box 
screws are mounted in 
ears—binding screws 
are backed out. Wide 
ears are scored. All 
bakelite—brown or ivory 
—double contacts. 10A- 
250V—15A-125V. 


CIRCLE F MFG. CO. 


TRENTON 4, NEW JERSEY 


WAREHOUSES 


Chicago—-4920 West 


Madison St. 


Atianta—454 Marietta St 


San Francisco- 


N 
5S Seventh St 


Los Angeles—436 Colyton S$! 


Montreal 


Canada—75 


y 
lodge St. 


Ville-St.-Laurent Quebec 
Representatives in ali principal cities. 
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Write for 
Literature 


REVERE ELECTRIC MFG.COQO. 


6003 Broadway Chicago 40, Ii! 
Lighting Equipment For Every Need 
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and its ability to “pull down” when 
fused, the Type B film eliminates air 
entrapments between wraps. This 
action also provides a better moisture 
resistant bond between layers, higher 
dielectric strength where more than 
one layer is used, and less corona on 
high voltage applications. 

The tape is opaque, has a highly 
conformable, non-slippery surface, and 
is available in colors. Small wires 
insulated with the film can be fused 
at low temperatures. The film is avail- 
able in 36 yard rolls, in widths from 
% inch to 16 inches, and in thick- 
nesses of 3, 5, 10, and 15 mils. 


e 
Package panelboards 


A UNIQUE method of packaging 
panelboards has been introduced by 
the Trumbull Electric Department of 
General Electric, Plainville, Conn. 
While designed primarily to speed 
distributor over-the-counter service, 
this new technique, according to the 
Trumbull Marketing Dept., makes 
possible a reduction in panelboard 
prices without affecting quality. 

The new method, which has already 
been put into practice, calls for pack- 
aging panelboard components in three 
separate cartons, one containing the 
box and interior, another the front, 
and a third containing twenty TQL 
plug-in breakers. Thus, Trumbull 
distributors can now fill on-the-spot 
customer orders by simply providing 
the required number of breakers 
from this third carton. 

This new packaging approach makes 
it possible for standard lighting panel- 
boards to be delivered from stock in 
a matter of seconds, and distributors 
whose showroom facilities permit can 
now sell them in bins, supermarket 
style! 

aa 
Vapor lamp transformer 


SOLA ELECTRIC Co., Chicago, has de- 
veloped a new outdoor weather-proof 
transformer for use with 400 watt 
type EH-1 and JH-1 mercury vapor 
lamps. The new transformer operates 
on the Sola constant wattage principle 
which raises mercury vapor lighting 
to a new high level of practicability 
and dependability. It reduces mainte- 
nance costs and eliminates the need 
for costly power metering equipment. 

This new transformer has many 
features. It is a unit operating a 
single lamp with regulating charac- 
teristics which make primary voltage 
taps unnecessary. The transformer 
operates over a range of primary 
voltage from 100 to 130 volts or 200- 
260 volts, and positive lamp starting 
within this range is assured. The 
transformer case is a flanged two- 
section, cylindrical design, which 
adapts readily to wall, pole base, or 
pole top mounting. It is constructed 
with the lower portion of the case 
housing the capacitors, which pro- 
tects them from the normal heat of 
the core and coil. 


A bulletin, 39 N-SCA-69, is availible 
by writing to Sola Electric Co., 4633 
West 16th St., Chicago 50, II. 


* 
New service equipment 


THE Murray Mfg. Corp., 1250 At- 
lantic Ave., Brooklyn 16, N. Y., 
announced a new combination unit 
designed to solve main switch and 
cistribution panel problems. It pro- 
vides both service entrance and branch 
distribution in one unit. 

There are five different combina- 
tions available. The basic unit con- 
tains a 100 ampere main, fully 
magnetic circuit breakers, 60 ampere 
range fusible pullout, 30 ampere 
water heater fusible pullout, and 12 
plug fuse branch circuits. 

The four other units offered have 
in addition four extra plug fuse 
branch circuits, a 30 ampere dryer 
fusible pullout, and a dryer pullout 
and four extra branch circuits. Any 
one of these five compact units offers 
a packaged solution to increasing 
loads. They are ideal for small com- 
mercial and large residential instal- 
lations. 

Factory bussing makes these units 
easy to wire. Its hook-on cover uses 
only 2 screws. Designed to fit between 
building studs, this combination is 
12% inches wide. Its fusible pull-out 
construction provides positive electri- 
cal contact, and the one piece fuse 
clip and blade prevents overheating. 


& 
Lighting manual 


A 96-PAGE informational handbook 
entitled “Lighting for Industry,” is 
being made available by the Holo- 
phane Co., Inc., 342 Madison Ave., 
New York, N. Y. This new manual 
contains general engineering informa 
tion on principles and economics of 
lighting for a listing of specific in- 
dustrial areas. 

Each lighting problem is concisely 
explained in terms of fundamental 
principles, actual equipment needed, 
and most advantageous applications. 
Every subject is richly illustrated 
with technical diagrams, sketches, 
charts, and installation photographs 
of Holophane equipment in use. This 
book is based on industrially proven 
lighting equipment. Throughout, there 
is emphasis on long-term economy as 
a basic function of engineering effi- 
ciency. 

. 


New floodlights 


THE PRODUCTION of three new series 
of floodlights, engineered primarily 
for sports lighting, has been an- 
nounced by the Spero Electric Corp. 
All units are designed for 1500 watt 
lamps and are furnished in both 
open and enclosed weatherproof types. 
Forty combinations of mounting and 
beam spreads can be achieved to cover 
any floodlighting need requiring this 
size units. 
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“,,.On the feet of Individuals.” 


a advances on the feet of individuals. We 
Americans live under the highest standard ever 
achieved because we believe in and are permitted 
currently to practice three of the cardinal prin- 
ciples of progress—Invention, Research and 
COMPETITION. 

Nineteen basic inventions influence our pattern 
of life today. Each one was created to satisfy a 
fundamental need for improvement—a modern 
means of competing as against outmoded proce- 
dure. Each one, such as the electric light, the tele- 
graph, the amplifying tube, the induction motor, 
created a new industry in which numerous com- 
panies strove in free competition for the maximum 
share of business. 

For example, since Thomas Edison invented 
the incandescent filament lamp in 1880, the elec- 
tric light industry has grown to an annual volume 
of $501,500,000 in light bulbs alone; in May, 
1906 the Wright Brothers received the patent for 
their flying machine; the value of aviation manu- 
factures in 1951 in the United States alone was 
estimated at $3,350,000,000 and in February, 
1952, records show a $1014 billion backlog of 
orders. 

More rapid still is the growth of the radio- 
television industry which today produces some 
£230 million worth of home radio sets and 
$1,570,800,000 in television sets. In every case, 
employment and sales volume grew enormously 
and the public enjoyed huge personal benefits. 

Side by side with Invention came Research, ex- 
emplified by the competition of intelligent men 
questing for new materials, new methods, new 
processes, new scientific truths. Current adver- 
tisements tell of hundred-year tests to assure bet- 


ter materials for the future, technology that pro- 
duces metals to withstand almost inconceivable 
heat, machines calculating 20,000 times faster 
than the mind of man, medicines that cure ‘‘in- 
curable” diseases, food processes that cook, ster- 
ilize and pack hundreds of cans a minute. And in 
every case, the public enjoys huge personal 
benefits. 

This is what James A. Decker undoubtedly had 
in mind when he wrote the line,*Society advances 
on the feet of individuals.” These “‘individuals” 
are you and I, all our countrymen, benefiting 
every day from Invention, Research—and from 
COMPETITION. 

Developing inventions, marketing products, 
and pursuing scientific research require substan- 
tial investments. A grave danger to their future 
now looms. In 1951, corporation net profits suf- 
fered a loss of 21% over the previous year. The 
reason—taxes too high, government controls and 
policies that interfere too greatly with private in- 
dustry. If this continues, financial resources will 
dwindle, competition will be stifled. 

Without free competition, American progress 
stops. No country can long exist when its govern- 
ment calls all the shots. We need competition to 
assure progress for people. 


* * * 
This report on PROGRESS-FOR-PEOPLE is pub- 


lished by this magazine in cooperation with National 
Business Publications, Inc., as a public service. This 
material, including illustrations, may be used, with 
or without credit, in plant city advertisements, em- 
ployee publications, house organs, speeches, or in any 
other manner. 


THE COMPETITIVE SYSTEM DELIVERS THE MOST TO THE GREATEST NUMBER OF PEOPLE 
ELECTRICAL SOUTH for JULY, 1952 55 





The units designatea as series “A,” 
series “W,” and series “Y,” are all 
furnished with the same efficient fea- 
tures. The difference lies in the degree 
of simplicity of design and the amount 
of floodlighting standards desired. 


Personal savings 
(Continued from page 7) 

of the diagram, liquid saving in 
1951 totaled $13 billions. It was 
$12.6 billions in 1946, but averaged 
only $3.4 billions in the four years 
1947-1950 and dropped to a low of 
$1.5 billions in 1950. 

The biggest rise in saving dur- 
ing 1951, as shown in the lower sec- 
tion, was in the form of insurance, 
amounting to $8 billions. A little 
more than half of this sum was in 
private insurance, and the re- 
mainder in Government insurance. 
The next largest gain was in cur- 
rency and bank deposits, followed 
by “other” securities (state, local, 
and corporate), and then by de- 
posits in savings and loan associa- 
tions. 

It is noteworthy that net saving 
in U. S. Government securities de- 


creased, indicating that the publi: 
attractive uses for 
Total sav- 
ing was reduced by a net rise of 
$6.4 billions in debt not elsewhere 


found more 


such funds elsewhere. 


classified, nearly all of which was 
mortgage debt. 

A variety of reasons have been 
ascribed to the unusually high rate 
of saving last year. They include 
price resistance; a plentiful supply 
of goods in the public’s hands re- 
sulting from the post-Korea buying 
sprees; tighter credit terms; and 
the disappearance of fears concern- 
ing possible shortages of goods. 

No doubt one or more of these 
factors would apply in any particu- 
lar case. Whatever the reasons, 
such an abnormal rate of saving is 
unlikely to continue 
longer. 


very much 


Layouts for jobs 
(Continued from page 21) 
tracing is made from a blueprint 
drawn to an exact scale. 
“We have copies of our tracings 
made. During the process involved, 








Lely 
CONTROM 

oust ee RS 
rRAnstOonme 





Send for NEW CATALOG 


DONGAN ELECTRIC MFG. COMPANY 


2998 Franklin 
Detroit 7, Mich. 


The Dengan Line 


Since Nineteen-Nine 











the copies made on sensitized paper 
are subjected to water and heat 
drying. The paper goes through an 
expansion and shrinkage process. 
The finished copies, then, will not 
be accurate. Especially is this true 
when the scale is small such as 100 
feet equals one inch. Measuring the 
copy and depending on scale, would 
result in errors.” 

As one can understand, it costs 
considerable to prepare these work- 
ing copies. The question arises: are 
they worth their cost in the savings 
involved. 

According to Mr. Jennings, they 
are worth much more than their 
cost. They will more than save their 
cost on the amount of labor on the 
job they save 

“We procure many jobs,” said 
Jennings, “where we are not the 
low bidder. In many cases, the gen- 
eral contractor will give us the 
job over the low bidder, because 
he knows that we will save him 
money in other respects. The prime 
knows when he turns over a job to 
us that we will not hold up his job. 
When we move in, we know what 
we are going to do, and how long 
it will take us to do it. Knowing 
what materials we will need, we 
have made provisions to have them 
on the job at the right time. The 
tracings assist us in co-ordinating 
our work, as well as save us time 
figuring out move by move on the 
job.” 

“Of course, the tracing table saves 
many man hours in making up the 
original tracing. But we are working 
on a plan to save more time,” said 
Mr. Jennings. “We are working out 
a means to have the graphic art 
house make us up some copies to 
start with . outline of the gen- 
eral plan. Thus, we will only have 
to draw in the routings, the outlets, 
the controls. Our object here is to 
save time on the tracing table.” 

Those who are interested in mak- 
ing such a table will be interested 
in knowing that the materials alone 
cost about $100.00. All labor in- 
volved, extra. 


Market for fans 
(Continued from page 23) 
movement which cools by drying 
perspiration, yet does not create 
disturbing drafts. Another sales 


feature—not so well known—is its 
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THE POUNDING DATIONS 


WY" 


The Declaration of Independ- 

ence and the Constitution of the 

United States established a voluntary 

and revolutionary TRUST. The principal of 

the trust was FAITH — in God, in Man, in the 
righteousness and effectiveness of FREEDOM. 





Each succeeding generation was to benefit from 
this trust and to make its own contribution to it. 





Benefits have multiplied to a degree never 
dreamed, but in many respects, we have become 
delinquent in our contributions. Let us not fail 
to renew our faith, to contribute our courage, 
initiative, strength and integrity to the fund 
from which we benefit so greatly. 


SOUTHERN QUALITY 
MEETS EVERY TEST 
Phone 7-3325 


SEE ea 


i. “ i 


ee 


We hope that we may be able to supply your 
needs on — 


© ACSR Conductors 
© Galvanized and Cables 
Steel Strand ®ACSR Accessories 


@ Weatherproof Wire 
(Aluminum or Copper) 


©Copper Wire 


unless prevented by circumstances be- 
yond our control. 


SOUTHERN SERVICE 
EXCELS THE REST 
P.O. Box 989 


CHATTANOOGA, TENNESSEE 
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contribution to the preservation of 
a house. The attic fan impedes 
spread, fungus growth, 
and the development of mold. It, 
therefore, helps to preserve the 
structure from slow unseen decay. 

In operation, the attic fan cre- 
ates suction in the upper part of 
the house. It draws out the heated 
air that collects in the dwelling and 
allows it to be replaced by the 
cooler air, especially at night just 
before the family goes to bed. 

Southern appliance dealers and 
contractors have a particularly fa- 
vorable opportunity to promote at- 
tic ventilation. On a clear sunny 
day when the temperature stands 
at 95 degrees, the attic may reach 
135 degrees, and the second story 
of a house may register as high a 
temperature as 102! Under these 
conditions, exhaust air condition- 
ing is definitely needed. 

Recent reports show that some 
areas, especially rural ones that 
have electricity, are far from satu- 
rated. There are many, in fact, 
which have not reached even 10 per 


moisture 


cent saturation. These are excel- 
lent prospects for promotional pro- 
grams. 

Attic fan markets 

Because of the different 
types of market for attic fans has 
its own requirements, contractors 
must promote their sales carefully 
and on the merits of attic fans in 
meeting the specific requirements 
of each special market. 

On the farm, an attic fan in the 
dairy barn makes stock more com- 
fortable and helps them produce 
more. With good temperature con- 
trol and a regulated supply of fresh 
air, all types of farm animals are 
kept in better condition. Poultry 
houses, stables, and hog houses are 
also important applications. 

In any promotional program, the 
dealer or builder is well advised to 
make his selling effort specific. 
Make up your prospect list. Study 
the needs of each. Break down the 
list into several separate ones, each 
containing a single type of applica- 
tion. Then in your canvassing and 


each 





advertising —direct mail, news- 
handouts, and radio an- 
-stress the benefits 


particular 


paper, 
nouncements 
of attic fans for that 
type of user. Organize your dem- 
onstrations in the same way. Re- 
member, what will convince a 
farmer to buy may not accomplish 
the same thing with a home owner. 

And don’t forget timing. Each 
type of use is easiest to sell at a 
different season. Don’t waste effort 
by choosing the wrong time for 
maximum promotion. 


Job sheets 

Systematic, profit-making pro- 
motion depends on thoroughness. 
A job sheet analysis of each pro- 
spective sale helps close the deal 
and insure customer satisfaction. 
Such a recommendation form 
should contain certain items of in- 
formation. It should be made up 
completely before the dealer or 
salesman makes his quotation. List 
the following items on each pros- 
pect: ; 

List all of the information 
shown in the accompanying tabu- 
lation for each prospect. The use of 
such a form will eliminate guess- 
work and all danger of specifying 
incorrectly. It is a protection to 
you and to your customer. 


Wiring cotton gins 
(Continued from page 22 


100-watt bulbs with 


Since the beams 


and_ install 
down reflectors. 
are some 20 feet or so above the 
floor, I drop the lights to within a 
few feet of the machinery. I al- 
rigid conduit or thin- 
heavy ma- 


Ways use 
tubing, 
chinery is involved. 
duit underneath the beams, rather 
than over the tops of them, to pro- 
tect them against damage since the 
workmen often equipment 
into place while installing or re- 


where 
I run the con- 


walled 


swing 


90% EFFICIENCY 

ONE MAN LOUVER INSTALLATION 

EXCLUSIVE “VIBRA-LOCK" END SECTION 

CONFORMS WITH A.S.A. REQUIREMENTS 

SIMPLE LOW COST MAINTENANCE 

AVAILABLE IN 3 CUTOFFS 

35° - 25°, 35° - 45°, 48° - 45° 

FLUORESCENT OR SLIMLINE, 4, 6, 8 FOOT UNITS 

oe colorful NEW CATALOG SHEET with comple 

about the ‘'N'' Series. Write for yours today. 
agg ay es any one circuit. T never 
S. L. BAGBY CO FRANK E. KEENER than No. 12TW wire. 


822 West Morehead St 169 Feld Ave 
Charlotte, .N c Decatur, Ga I always include an ample num- 


pairing the machines. 

All my connections are in metal 
conduit boxes, and all connections 
are soldered, and taped with both 
rubber and friction tape to prevent 
shorts and any possibility of cotton 
lint or fibers coming in contact with 
Above all, I use large 
enough wire so as not to overload 


the wires. 





use less 
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ber of receptacles, so that the work- 
men will not have to screw out a 
bulb to plug in a cord for their elec- 
trical repair or drilling tools, or to 
bring in a radio to hear some spe- 
cial program. One of our cotton 
gins had two radios plugged in at 
one end of the press room, besides a 
couple of fans. When television 
comes to the Plains, someone will 
bring that into the gin, 
doubt! 

The only thing we can use in the 
way of switches is the dust-proof 
type, even though our customer 
sometimes insists he cannot afford 
the more expensive kind even in a 
gin or an elevator. Some even in- 
sist that they want the cheapest 
thing you can give them that is 
still safe; but it is our job to con- 
vince them that the very best is the 
least expensive in the long run, for 
it will eliminate costly repairs or 
replacements later. 

Most of the fires in cotton gins 
start in the “stands,” which 
full of turning saws to separate the 
cotton fibers from the seeds. A wad 
of cotton becoming caught in the 
“ribs” causes the ribs to stop, while 
the continued turning of the saw 
will cause friction, and the heat 
thus generated may cause a fire. A 
row of lights on a rigid conduit un- 
der the “stands” enables the ginner 
to see the wad of cotton and pull it 
out before it causes trouble. The 
conduit is generally attached to the 
bottom of the stands, but if an elec- 
trical contractor was called in be- 
fore the building foundations were 
laid, he would have the floor con- 
duit connections attached firmly to 
the concrete floors by imbedding 
them in the wet cement, rather 
than having to attach them directly 
to the vibrating machinery. He 
should, at least, try to devise a way 
to attach them to the concrete floor, 
if the machinery is already in- 
stalled. 

In each gin, I usually provide six 
circuits: (1) engine room, (2) 
front lights, which include wall and 
“stand” lights, (3) ceiling lights, 
(4) back wall lights, press 
room, (6) suction shed where cot- 
ton is sucked off wagons. Also I 
install a big flood light in the front 
yard with a 500-watt bulb. 

I use a conduit bender for follow- 
ing the contours of the building. 


too, no 


are 


(5) 
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PATRONIZE YOUR LOCAL SUPPLY HOUSE 


Because it's good business to do business with wholesalers 


AND SPECIFY THESE TIME TESTED LINES:— 





107SN 

Solid Switch Box 
for economy. 
ASK FOR 
NEWART for all 
your switch and 
outlet boxes and 
covers. 





AFCO-LITE CORP. 


manufactures a complete line of outdoor 


lamp holders. Insist on Afco. 





USED BY SOME OF THE BIGGEST 
INDUSTRIAL PLANTS. FUSES BY 


COMMERCIAL ENCLOSED FUSE CO. 
TRY THEM—YOU'LL BUY ‘EM BE- 


CAUSE THEY ARE FINE QUALITY 
AT LOW COST. 


AMPLEX 
LAMPS ~~ 
FROM a 
INSIDE FROSTED 


THROUGH MERCURY VAPOR. 
LARGEST ASSORTMENT AVAILABLE. 


THE 








DURA STARTERS are 


thoroughly tested and 
proven. More Dura Start- 
ers are ETL approved 
than any other line. You'll 
be right in holding out 


for DURA. 


STAR-A ELECTRIC MFG. CO., INC. 


WIRING 
DEVICES 


CORD SETS 
SPECIALTIES 


269 Meserole St Brooklyn 6, N. Y. 


eg 





Accept NO substitute for 
JER-O-LIERS 
manufactured by 


JERYL LIGHTING PRODUCTS CO. 
42 W. Cermak Rd., Chicago, Ill. 


For POT, Thermostat Cable, and Bell 
Wire ask for 


AAAO H MAAA 
WIRE AND CABLE 





The old reliable design for wall plates is 
used by 
MERIT MOLDED PLASTICS, INC. 


Ask your wholesaler about the valuable 


premium offer. 





STARRING AND CO. now offers a 
complete line of fine fluorescent and 
slimline BALLASTS. Ask for replace- 
ment ballasts by STARRING. 





See your wholesaler or write us for details! 


JULES J. DREYFUSS’ SONS 


MEMBER 


ELECTRICAL FACTORY AGENTS atime, 


324 PETERS ST.. S.W 
ATLANTA 3, GEORGIA 
MAIN 6886 


= 
1820 N. W. FIRST AVE 
MIAMI 36, ELORIDA 
PHONE 2-6736 


WE MAINTAIN STOCK OF ELECTRICAL DEVICES IN OUR WAREHOUSES 





: 


vars 


and around and over 
than running the 
across any obstructions. 


beams rathe1 
straight 
I like neat- 
ness in my work, as well as safety 
and utility. 

At times when needed materials 
were unavailable, I have had to sub- 
stitute in a 
gin had to open on schedule to 
take care of the incoming wagons 
of cotton. 
wire 


lines 


hurry-up job where a 


I have resorted to using 
where beam clamps should 
have been used, and I have used 
ordinary Kerr or Mason fruit jars 
for protection of light bulbs and 
sockets, but any substitutions were 
from necessity. It takes me about 
a week to wire a gin with a full- 
time helper. 

On ordinary electrical contract- 
ing jobs here around Ralls we get 
$4.00 an outlet: switch, fixture, o1 
receptacle; while in the next town 
a few miles to the northwest, a con- 
tractor gets only $3.50; and in the 
next town east, they get $4.50. But 
on a job such as wheat or grain 
elevators, cotton gins, compressors, 
and the like, we have to make a 
careful estimate, getting up on 
ladders and actually measuring dis- 
tances with a rule. We figure our 
bids according to the amount of 
conduit and special materials used, 
our time and overhead, and then 
add something extra for the haz- 
ardous work involved. We cannot 
do such work on a simple estimate 
basis, because there are no two 
gins or elevators alike. 

I have learned to look upon every 
job as dangerous, and I 


never 


tackle a job, however simple, with- 
out doing it as though the 
were “hot,” and first deciding in 
my mind a definite course of action 
in case of an emergency. 

Such trade magazines as cover 
electrical contracting are full of 
good ideas, and just about as help- 
ful as a handbook, 
site of a 
advice to any man in business is to 


wires 


the first requi- 
contractor; but my best 
do what you say you will, when 
you say you will, and how you say 
what it 
you. It is much more profitable to 
lose a job than to take on more than 
you can conveniently handle at one 
time, and then not appear at the 
promised hour. 


you will, no matter costs 


Tangent knockouts 


(Continued from page 27) 
ing. Bending or off-setting conduit 
is required in many instances. 

The new matching tangent 
knockouts provide 42-inch and 
inch concentric knockouts with 
larger knockouts in a tangent pat- 
tern. The common center of the two 
smaller knockouts is a constant dis- 
tance from the rear of the en- 
closure. This automatically posi- 
tions the tangent pattern, thus in- 
suring matching knockouts regard- 
less of size of cluster or device rat- 
ing. Straight, neat connections are 
possible. 

This new labor-saving feature is 
now furnished on safety switches, 
circuit breakers, starters, contac- 
tors, auxiliary wiring gutters, and 








sales 1-million annually 


of distribution switchboards. 
and lighting in industry only. 


ager 64 years of age, 


with ability with excellent 





GENERAL MANAGER 


GENERAL MANAGER of combination Electrical Repair and Main- 
tenance Shop and Electrical Construction Department. 
with 55 em 
manager capabilities or potential. Work includes rewinding and 
rebuilding of motors and controls, and design and construction 
Electrical construction in power 
Company 33 years old, excellent 
shops, inventories, and customer relationship. 
of business with regular customers without competitive bids. 
Company’s financial position is excellent. 
32 years in business, 
active in past year because of failure of health and will be avail- 
able on limited basis for consultation. 
possibilities for 
Location one of finest cities in mid South 


Box 670, Electrical South, 806 Peachtree St., N. E., Atlanta, Ga. 


Present 


ployees. Involves general 


More than 80% 


Present general man- 
only about 20% 


Compensation in line 
future growth. 
-population of 400,000. 











fusible entrance equipment of one 


large manufacturer. 


Distributors meeting 
(Continued from page 30 
Thomas F. 
Radio 


chairman, 
Committee, 
presided at a panel discussion at 
which Samuel Roskin 
“The Market for Radio.” 
“Nothing could be of 
value to the 


Joyce, 
and Television 
spoke on 


greater 
today than 
calibre of the 
Mort Farr, 
declared in 
Distributor’s 


industry 
in the 
salesman,” 
NARDA, 
“The 


improvement 
distributor 
president of 
an address on 
Salesmen.” 

Mr. Farr said that “in a world 
of fighters for business” the dis- 
tributor’s salesman is “the last of 
the order-takers.” He based this 
surveys 


description on several 


which indicated “inadequate knowl- 
edge of lines, inability to give a 
talk, lack of training, 
laziness, etc.” 
He offered the 
of things a distributor’s salesman 
should know and do: 
knowledge of ap- 
and 


good sales 


following outline 


Have basic 


pliance retailing practices 
principles. 
2. First 


dealer. 


gain confidence of the 


3. Spend at least one night and 
one day on retail sales floor. 

4. Sell the “Indians . not the 
Chiefs.” 

5. Know your products. 

6. Catch trends. 

7. If one dealer has a_ success- 
ful promotion, give this idea to 
other dealers but with discretion. 

Read at least three trade 
papers. 

9. Participate in dealer sales 
meetings. 

10. Insist that a dealer 
sales training and 


and his 
men get basic 
frequent product training. 
11. Be a contributor. 
12. Follow-through 
13. Be a good listener. 
14. Be a window “hog. 
15. Suggest effective 
rangements and displays of mer- 


floor ar- 


chandise. 
16. Fit the dealer’s convenience 
into your time schedule. 
Keep any promises made to 
dealer. 
Work with him in 
of advertising media. 


selection 
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How to be Sure 


You don't get 


“SHORT-CHANGED” 


- - » NEXT TIME YOU BUY TAPE. 


While minimum length can be depended on to be 
accurate in any roll of tape, it’s the weight of the 
roll that you must watch. It is important for you to 
know: Does the No. 4 Roll actually weigh 4 ounces, 
as it should: and the No. 8 Roll 8 ounces? 


For weight reveals whether tape is full strength 
in substance, or whether its protective and ad- 
hesive properties have been weakened due to 
skimpy materials. Underweight tape means you 
must use more of it, and take the extra time to roll 
more on, when a job requires maximum tape pro- 
tection. 


You can always weigh every roll you buy, of 
course, but why bother when HAARTZ-MASON 
publicly makes you a DUAL GUARANTEE — a 
guarantee covering both weight and length, and 
prints this information boldly on every roll and 
container. 


So get full measure the next time you buy tape 
by accepting none but the DUAL GUARANTEED 
HAARTZ-MASON brands: 


Haartz-Mason, Inc. 


WATERTOWN 72, MASS. 


PARAPLASTIC Tape 
0, Roll does the work o 
Ons ase v8 both friction and 
rubber 





American Blower Model C Ventura Attic Fan. 8 sizes, 
capacities from 4300 to 21,500 cfm, free delivery. 


REPUTATION SELLS 


Your reputation as a reliable source of supply for venti- 
lating equipment depends on the reputation of the 
products you sell, too. 

That’s why selling American Blower Ventilating Equip- 


ment is a sure way to build your business. 


American Blower products are nationally recognized 
for their uniformly high quality, reasonable price, easy 
installation and accurate ratings. 


You have a reputation to protect in your community 
and you also want to build up your future profits, so 
why not sell American Blower Air Handling Equipment? 
Ask the nearest American Blower Branch Office for 
data. 


AMERICAN BLOWER CORPORATION, DETROIT 32, MICH. 
CANADIAN SIROCCO COMPANY, LTD., WINDSOR, ONTARIO 


Division of Amrnrcay Ravuaror & Stardard Saritarp comrosanion 


Sell quality! 


AMERICAN @) BLOWER 


Air Handling Equipment 





+ . 44 
ee 
Embiem of 
BUSINESS CHARACTER 
Note: Weight and length information are ; 


Rice Leaders 
: of the World 
printed boldly on every roll and container. Association 
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Aeropel Kitchen Fan 

Exhausts kitchen 
heat, smoke and 
smell Keeps kitchens 
fresh. Winner of two 
Fine Arts Awards for 
beauty and utility in 
the home. 


Model A Ventura Fans 
-Smartly styled 
No exposed wiring 
Smooth 

clean surfaces 

in capacities from 
1000 to 9700 cfm, 
free delivery. 12 sizes. 


Packaged Ventura 
Attic Fan—Built for 
vertical operation in 
low bridge attics 
Only 10 easy steps 
to install. Ratings 
are Certified. A real 
profit maker. 


CAN STANDARD ~ AMER OWER + ACME CABINETS 


ONAWANDA IRON 











| 
| 
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“Our Business Is Show Busi- 
ness” was the subject of a talk by 
Alex M. 
Corp., at the luncheon meeting of 
the Appliance Division. 

Mr. Lewyt declared that “to move 
products you must first move peo- 
ple—and that what a 
good show will do.” He said that 
“showmanship will stimulate Mrs. 
Homemaker’s desire for our appli- 
ances in such a way as to get her 


Lewyt, president, Lewyt 


is exactly 





Look for 


rubber 
tapes- 


makes pette! tapes — 


ask for them by name 


SOLD ONLY THROUGH © 
RECOGNIZED WHOLESALERS 





to want to buy right now.” 

He did not agree, he said, that 
the salesman has vanished. Be- 
cause of the strong building of 
public acceptance, the sales job is 
“perhaps less selling the need than 
formerly.” Mr. Lewyt also pointed 
to the fact that dealers now carry 
too many brands of major appli- 
ances and that it was therefore 
difficult for retail salesmen to learn 
the stories on each one. 

“What’s In It for 
dramatized 


Me?”—a 
broadcast” of 
the tremendous sales potential in 
effectively merchandising electric 
housewares as year ‘round gifts, 
was presented by the Electric 
Housewares Section of NEMA. The 
presentation was under the aus- 
pices of NAED’s Electric House- 
wares Committee, of which Samuel 
Fingrutd is chairman. 


“radio 


concluded 
with a comprehensive analysis of 
fair trade problems by B. A. 
Graham, president, Sunbeam Corp. 


The convention was 


Remarks on maintenance 
(Continued from page 26) 
to the left of the figure an arabic 
numeral was put down, with letter 
each connection 
taken off a given line inside the 
outer borders of the figure. 
Above each contactor operating 
coil, we put in the number of nor- 
mally open and normally closed con- 


subscripts for 


tacts appearing on each contactor 
and the levels in the drawing at 
which these contacts occurred. The 
main use of this kind of marking 
has been to indicate to the main- 
tenance man where he can look 


for the various contacts when he 
is chasing trouble through the 
schematic. 

On one of the control drawings, 
we found it expedient to list the 
voltage drops across the various 
elements of the control so a fast 
check through these points could 
help us localize the trouble we were 
looking for. 


* * * 


Some information has _ recently 
come to us about over-voltage dis- 
turbances that can occur in an un- 
grounded secondary system as is 
used for power distribution in most 
mills. The discussion leads toward 
consideration of a grounded “Y” 
arrangement on unit substation 
transformers, and the thinking ad- 
vanced is very definitely worth con- 
sideration on a new job. 


Best lighting job 
Continued from page 31 

The contest, opened to those in 
the Southwestern Section of IES 
only, closed April 30. The winning 
entries were based on interest; ap- 
plication of engineering principles; 
originality of technique and prac- 
ticability of solution and suitability, 
and effect of solution. 

Judges for the 
Lb. 2. 


for Texas 


contest were 
Anderson, lighting engineer 
Electric Com- 
pany and past member of Managers 
Southwestern Section, IES; R. L. 


Biesele, 


Service 


research professor at 
Southern Methodist University, and 
national director of IES; and W. E. 
Folsom, lighting engineer at Dallas 
Power & Light 
Southwestern 
dent of IES. 


Company, and 


regional vice-presi- 








Reg. U. S. Pat. Off. 


maintenance costs . 
light for the same dollar 


1035 Firestone Bivd., Memphis, Tenn. 


Chas. K. Ramond Co. Craig-Owen Co 
1021 Carondelet Bidg. 736 Georgia Ave 
New Orleans 12, La Chattanooga, Tenn. 





DON’T COMPROMISE ON QUALITY... 
GET OUR PRICES FIRST! 


NATURLITE 


Fluorescent Fixtures 


Deliver maximum efficiency and economy . . . low original and 


Bonderized* at no extra cost More 


*Parker Rustproof Co. Reg. U. S. Pat. Off 


LIGHT & POWER UTILITIES CORPORATION 
667 Madison Ave., New York 21, N.Y. 
Southern Representatives 


W. A. Wakeman 
P. O. Box 759 
Shreveport, La. 





C. B. Bastin 
126 Thomas Road 
Decatur, Ga 











FONE ED 
BRUSHES 4" () 


ANCE 
. IMPROVED MOTOR PERFORM 
age FEWER, FASTER BRUSH CHANGES 
se em mb LESS MOTOR “DOWN” TIME 


neuwic co. (HEYA) .c4neen, 


2536 N. 30th St., Milw. b 


CARBON 


— 


10, Wis. 
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HMO dlp, 


STAINLESS STEEL WALL PLATES 
FOR SPECIFICATION WORK 


Handsome, permanent, brushed satin finish blends with any 
type of wall decoration for LASTING BEAUTY 


NS 


2 
saa 


SQ QW, r>E nnn 971} 


Qh 


Immediate delivery from stock! 
1 to 10 gangs in any combination of plate openings. 


SW ... . ....W0y 0o”7’’nonttvQo wri 


10 or more gangs on special order, including tandem. 


Sold through wholesalers only 


Write today for catalog! 


QQ 


NSN 


PERFECT ~tine 


Manufacturing Corp. 
_ Y Hicksville, L. tl. New York 
Ly VME 


WIRING DEVICES - LIGHTING EQUIPMENT - VENTILATING FANS 








DIXisTEEL-QUALITY.. .HOT-DIP- 


: GALVANIZING 


FOR CASTINGS e FABRICATED PARTS 
PIPE e BARS e STRIPS e TANKS 
Up to 24x3x3 feet * 


Your parts or products can have the same high- 
quality, hot-dip galvanizing used on our own DIxI- 
STEEL products. Small, tight spangles . . . smooth, 
uniformly-heavy coats of zinc ... no fins. A tough, 
rust-proof finish that withstands severe bends without 
cracking or flaking. 

Write today for quotations on this 
superior service. Give full details of 

materials, including dimensions. 
r 


*Single dip size. Larger sizes by double-dipping. 


If it’s exposed to corrosion...Galvanize it! 


Atlantic Steel Company 


MAKERS OF (DIXISTEEL ) SINCE 1901 
rae 4, bg -Wacd te) icir | 
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a perfect 
pair of 


PROFIT 
BUILDERS 








iz) AUTOMATIC 
ELECTRIC 
WALL FURNACE 


Wall-installed electric heating for permanent 
installations. Completely automatic in operation 
and thermostatically controlled. No moving 

parts. Hawaiian tan hammertone finish. 
Heating coil guaranteed 5 years against 
burnouts. 1000 watt, 1500 watt, 2000 watt, 
3000 watt and 4000 watt sizes. 


MEIER PORTABLE 
ELECTRIC 
FLOOR FURNACE | 


Mounted on modern tubular 
steel base, the Meier Portable 
Electric Floor Furnace may be tilted up or down 
at will, and locked at any desired position 
. heat where you want it! Automatic 
thermostatic control . . . long life heating coil, 
(gucranteed for 5 years against burnouts). 
Finished in Hawaiian tan hammertone. Four 
sizes to meet every requirement— 2000 watt, 
3000 watt, 4000 watt and 5000 watt. 


g@ New, complete comprehensive 
Meier Electric Heating Catalog 
is just off the press—send 
for your copy today. 


tot <ay 
fomed for Dependobility \€ST X L'904/ throughout the World 


MEIER ELECTRIC & MACHINE CO., INC. 


3527 £€ WASHINGTON STREET 
INDIANAPOLIS 7. INDIANA 








NON-METALLIC — BX. 
& GROUND WIRE 


EE NR RENCE SR 


SERVICE ENTRANCE CAP 
ELEM STEEDEI I =A ERENT 


Sold Thru 
Your Local Wholesaler 








ATLANTIC CONDULPEP 
FITTINGS CO, 


BOSTON, MASS, 


Southern Representative 
Hopper & McCoy 
454 Marietta St., N. W. 
Atlanta 3, Georgia 








UNIVERSAL Tap Connector 


Made in 3 Surface Finishes 


Approved by Engineers and 
Contractors doing R E A work 


Effectively used as guy line ground, or 
transformer and lightning arrester con- 
nection to A.C.S.R. or copperweld con- 
ductors where the diameter may be 
from 8-A copperweld to 595” A.C.S.R. 
armour rods, 


ADAPTABLE TO A WIDE RANGE OF USES 
___ Fp a 


= Sor 


= HE 
WRITE FOR BULLETIN 8-A 
iy KRUEGER & HUDEPOHL 


ess Terminal Lugs and ne 


VIME AT THIRO-ES © CINCINNATI 2, OHIO 





Operations concentrated 
(Continued from page 34) 


tures about the whole center it 
would be impossible to cover here. 
But one that needs especial mention 
is the spotting of the elevators for 
utmost convenience. Instead of be- 
ing in one spot in the building there 
are four elevator locations strate- 
gically distributed over the build- 
ing to be easily available to any 
ascender or descender. i 

One more feature deserving 
notice is the abundant parking 
facilities about which a little has 
already been said in connection 
with the different units. Among 
other things, there is off-street park- 
ing for the customers between the 
building front and Church Street. 
Any patron driving in can pay a 
bill, shop around, and stay any 
reasonable length of time without 
the dread of finding a traffic ticket 
on his car. 


Employee parking 

Over the spacious lot is ample 
all-day parking space for every em- 
ployee and company vehicle. In the 
warehouse, garage, and in a sub- 
basement under the main basement, 
is abundant in-door-overnight park- 
ing for all company trucks and cars. 
They also include indoor-out-of-the- 
weather loading for all trucks. In 
its former set-up prior to the con- 
struction of the new center, the 
parking facilities for employees 
and company vehicles were inad- 
equate—and for customers, none 
at all. 

The drive-in facilities are also 
ample. Cars or trucks can enter 
from 12th Avenue, drive under the 
building, and turn north through 
the garage with an exit on the 
Hynes Street end. 

No one can breathe more enthu- 
siasm over the new NES Center 
than its main designing engineer, 
Arthur Crouch, or his assistant 
Walter Criley. They worked on the 
plans for years in order to boil 
them down to the utmost in con- 
venience and economy. 

“Few if any electric utilities in 
the nation possess an operating 
center of the size, scope, and func- 
tion equivalent to the Nashville 
Electric Center,” says Crouch. “Al- 
though many larger systems serve 
greater populations and areas than 


those served by NES, probably no 
organization has previously united 
all phases of its business operation 
under one roof!” 








WANTED 
Experienced Lighting Engineer 


to travel Southeast, calling on 
architects and engineers, for well 
established manufacturers agent. 
Excellent opportunity for right 
party. Write giving full infor- 
mation to Box 669, Electrical 
South, 806 Peachtree St., N.E., 
Atlanta, Ga. All inquiries kept 
confidential 











SALESMAN 


Florida, Ala- 
bama, Mississippi, for old estab- 


Travel (seorgia, 
lished Manufacturers Agent with 
nationally accepted lines. Good 
compensation. Give details. Con- 
fidential. Box 668, ELECTRICAL 
SoutH, 806 Peachtree 


N.E., Atlanta 5, Ga. 


Street 











CORROSION ENGINEERS 


Leading engineering and construction 
firm offers staff position to corrosion en- 
gineers with minimum of three or four 
years experience in corrosion investiga- 
tions and design of cathodic protection 
on pipe lines and lead cables in country 
and city networks. Must be graduate 
electrical engineer (or equivalent). 
Work involves extensive travel, with 
headquarters in New York City. Salary 
commensurate with experience and 
ability. Good opportunity for advance 
ment. Box 667, Electrical South, 806 
Peachtree St., N.E., Atlanta 5, Ga. 














STA-BRITE SETS THE PACE 
* IN THE SOUTH * 


If it’s fluorescent 
MAKE IT SLIMLINE 


STA-BRITE FLUORESCENT MFG. CO 
325 NW 22nd Lane, Miami, Fla 

















Electrical Contracting & Merchandising 
Business for Sale. Good income, good 
opportunity Established since 1924. 
Owner has made his, wants to retire 
Price low. Do not miss this. Electrical 
South, Box 665, 16 Peachtree Street, 
N.E., Atlanta 5, Ga 
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"A year’s experience in Kentucky has proven 


the Strong Viking 


Sales Plan 
Can Sell More Fans At A 
Lower Cost Per Unit!’’ 


“Dealers here are saying that VIKING FANS 


says Woody Faison: are made to order for slow summer months.”’ 
Enthusiastic Viking Salesman 
“My jobbers and dealers have found 
that the Viking Sales Plan and Co-op 
advertising system bring them more 
sales and larger profits, with selling 
headaches practically eliminated.” 


“Kentucky dealers tell me that they can really do a job with Viking Fans 
during the slow summer months. With the Viking Sales Plan and Co-op 
advertising to back them up, they ve been doing a big profit business 
during slow summer months. No selling problems with this fan either — it's 
a swell demonstrator. My dealers keep me jumping with repeat orders! 


PAUL BRUMFIELD, Crane Co., 165 Midland Ave., Lexington, Ky 


HERE’S WHY KENTUCKY DEALERS ARE GOLD ON VIKING 





“I've sold a lot of Viking 
Fans and | have yet to get 
© service call-back. These 
fans are rugged —heavy 
gauge metal frames, strong 
bearings and a reinforced 
cage. No calli-backs mean 
more money per sale in my 
pocket.” 

CLAUDE L. WARNECKE, H. J. Frantz Plumb- 

ing & Heating Co., Inc., 154 Walnut Street, 

Lexington, Ky. 


“Lot of women with kids, living cround my 
store, were putting up with hot, stale-cired 
houses because they were afraid that the 
kids would catch colds or mangle their 
hands with a fan. When | demonstrated 
the even, draft-free night-air cooling and 
the heavy, protective 

cage, they were sold on 

the spot.” 


EDWARD MERRINGER, 
John Merringer’s Pibg. 
Co., 616 Main, Paris, Ky. 


“Viking Fans are so versatile 
that | don’t have to worry 
about losing a sale because 
| can't meet a customer's re- 
quirements. Viking Fans fit 
any windows and the 2 
speed motor meets the cool- 
ing requirements of any 4 or 
5 room house or apartment.” ° 


BOYD NEWKIRK, 138 North Main Street, 
Winchester, Ky. 


Fan Promotion Kit contains 
all the sales tools needed to 
pile up record profits from 
fan sales 


Viking Window Fan Display is 
a demonstrator that really sells 
fans. FREE for only 3 Vadnits. 


Unique Viking Vadnit 
redeemable for $3 to 


Do A Quick, Easy, Selling Job! 


Write For The Unique —Strong Viking Selling 


wards local co-op ad 
vertising. You get one 

es Vadnit for each fan 
Plan and Co-op Advertising System or 


you buy 


HUMIDIFIERS 


i iking 7 = 


AIR CONDITIONING CORP. 
PACKAGE 
5601 Walworth, Cleveland 2, O. 


BLOWER WHEELS LOWERS 








LET HOT WEATHER HELP YOU SELL 


3 


Emphasize 
the CHROMALOX 
DIFFERENCE 





Just watch how quickly summer electric range 
sales are closed when you point out the ‘‘2-uniis- 
in-l"’ feature of any Chromalox electric range unit. 


Here’s heat that can be confined to small 
utensils in which much cooking is done. 


Here’s a unit that doesn’t waste heat that — 
doesn't cook the cook, that does make al]/~ 
the difference in kitchen comfort, not only on 
summer days but all year ‘round. 


For easy hot-weather selling, emphasize this 
big Chromalox advantage. And point out too, 
that the Chromalox ‘“'2-units-in-l’’ design also 
saves up to 45% of electricity used for cooking 
in small utensils. 


Chromalox Electric Cooking 


can keep kitchens 8° to 11° Cooler! 


Inner Hot Spot Alone for 
Small Pots and Pans— 


Handles stay Cooler-Can’t burn 


‘ 


Accurately controlled heat 
that goes evenly into 
large cooking utensils 


Gu he Completa sory on The uriy & Quichty, Catur, Ele Cleclic Range Sabe— 


Write for the valuable booklet “The Switch 
is On.” It will help you and your men to 
close more electric range sales in less time. 


Up and out for 


thorough washing. 
Onyerever — CIROMALOX 
to remove. 


eo Elude Cooking at Ht Bttt! 


—_ L. peapsane COMPANY, 7600 THOMAS ‘BOULEVARD, PITTSBURGH 8, PA 


‘ RB gers, 1 eachtree St.. N. E., Atlanta 5, Ga. I R War 1< 





2711 Comn 
Dallas t. Texas; 814 Ts xas Ave. Houston 3, Texas; is I ‘ vs Tulsa 11, Okla. 


W. R. Phillips, Route 3 Raleigh, .c 
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Are You Making Use 
of Our 


Reader Service? 


The editorial and business 
staff of ELECTRICAL SOUTH 
is eager to serve you. One 
way in which we can help you 
is to make it easy for you to 
draw upon the wealth of tech- 
nical and promotional ma- 
terial available from = manu- 
facturers. 

In the accompanying pages 
are the descriptions of scores 
of useful catalogs, applica- 
tion information booklets, and 
technical publications. These 
are available without charge. 

Check over the list of pub- 
lications available, circle the 
numbers of the ones you 
need, and mail the coupon 
to us with your name, title, 
company and address plainly 
written. We will tell each 
manufacturer to send directly 
to you the information you 


want. 


The staff of ELECTRICAL 
SOUTH will be glad to help 
you with other problems. They 
will obtain expert advice for 
you on both technical and 
business problems. The ser- 
vices of a number of consul- 
tants are available. Whether 
your problem relates to sales 
promotion, lighting or wiring 
layouts, applications of the 
National Electric Code, or 
equipment application, it will 


receive careful attention. 


Address your requests to: 
Reader Service 
ELECTRICAL SOUTH 
806 Peachtree St., NE 
Atlanta 5, Ga. 
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CATALOGS and BULLETINS 


Available Free to Readers of 
Electrical South upon Request 


(Additional items will be found on pages 17, 19 and 71) 








2010—Water Heaters. An illustrated folder describing 
Bell Water Heaters and the ten-year guarantee and war- 
ranty is available from Adacar Mfg. Co., Napier Field, 
Dothan, Ala. 

2012—Domestic and Industrial Heaters. Electromode 
Corporation, 45 Crouch Street, Rochester 3, New York, 
is currently offering an Industrial and a Domestic Cata- 
log. The Industrial Catalog (EC-62R) gives complete 
descriptions, specifications and illustrations of Electro- 
mode Suspension-Type, Combination Portable and Suspen- 
sion, and Explosion-Proof Heaters, and includes data on 
control equipment, mounting and wiring diagrams, Illus- 
trations of typical installations. Also information on how 
to figure heat loss. The Domestic Catalog (EC-63R) is 
full of typical installations for walltype, portable, auto- 
matic and non-automatic Electromode Heaters, with com- 
plete specifications and suggested uses; also includes 
instructions for installation of wall model heaters. 

2014—Hot Water Heaters. Informative and well-illus- 
trated data are available from M. M. Hedges Manufac- 
turing Co., Inc., Chattanooga, Tenn., on their line of Auto- 
matic electric and gas water heaters. 

2018—Electric Fans. A 28-page, profusely illustrated 
booklet describes in complete detail, this company’s line 
of fans. Booklet available from Emerson Electric Manu- 
facturing Co., 81st and Florissant Ave., St. Louis 21, Mo. 

2022—Night-Air Cooling Window Fan. A two-page cat- 
alog sheet, completely illustrated and containing descrip- 
tive information on the 1952 Viking Window Fan is now 
available from the Viking Air Conditioning Corporation, 
5601 Walworth Avenue, Cleveland 2, Ohio. Illustrations, 
installation sketches, prices, specifications, and cooling 
diagrams are included. 

2024—-Electric Water Heaters. New specification sheets 
are now available for a full line of cylinder and table 
top models, featuring the Water Hotter, from the White 
Products Corp., Middleville, Mich. 

2030—Electric Fans & Drills. Signal’s complete line is 
shown in a new catalog just off the press, featuring a 
wide variety of desk, pedestal, exhaust, and vent fans. 
Literature on drills, telegraphic equipment, and motors 
is also available from the Signal Electric Mfg. Co., 
Menominee, Mich. 


2034—Electric Flat Irons. Full information on Amer- 
ican Beauty Electric Flat Irons in a weight, a shape, a 
size for household, as well as every industrial and manu- 
facturing use, is available in literature from the Americar 
Electrical Heater Company, 6110 Case Ave., Detroit 2, 
Mich. 

2038—Murray Ventilating Fans. A set of specification 
sheets is available describing the Murray line of fan 
including 20 and 24 inch window fans and vertical and 
horizontal ventilating fans. H. C. Biglin Co., Inc., 177 Har- 
ris St., NW, Atlanta 3, Ga., is exclusive sales agent for the 
line which is manufactured by Murray Co. of Texas, Inc. 

2040—Electric Blowers and Exhausters, Bulletin 3014-D 
describes Types “E” and “RE” Buffalo blowers and ex- 
hausters manufactured by Buffalo Forge Co., P. O. Box 
985, Buffalo 5, N. Y. Characteristics of the Blowers, 
graphs, charts including capacities and static pressure, 
and exact dimensions are all contained in the 8-page 
folder. 

2056—-Electric Heaters and Heating Units sold through 
electrical dealers for home or farm are described in a new 
folder available from E. L. Wiegand Co., 7600 Thomas 
Blvd., Pittsburgh 8, Pa. The folio contains data and price 
sheets covering the profitable Chromalox line of table 
stoves, air heaters; range and water heater units and the 
new flexible Thermwire heating cable. 

2058—Exhaust Fans. A new Emerson-Electric Exhaust 
Fan catalog, illustrating and describing in detail this line 
of fans for all types of buildings, is offered by the Emer- 
son Electric Mfg. Co., 81st and Florissant Ave., St. Louis 
21, Mo. 


2064—Electric Fans. An attractive 12-page Catalog 
of Zephair fans has been made available by the Hunter 
Fan & Ventilating Co., P. O. Box 2858, Memphis 2, Tenn. 
A comprehensive description of this company’s products 
is given, with complete specifications and dimensions. 


2066—Shutters & Dampers. A 12-page catalog (No. 
46) is available from the Elgo Shutter Mfg. Co., 2738 W. 
Warren Ave., Detroit 8, Mich., describing the 17 different 
types of shutter and dampers manufactured by them, and 
as used in connection with ventilating and air-condition- 
ing installations. 
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Gentlemen: 
Please send me the bulletins and catalogs indicated. 


(Print Plainly) 
Name Title 
Company 
Address 


City & State 





July, 1952 


Circle numbers below. Bulletins and 
catalogs will be mailed promptly. 
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BETTER SALES FOR 
YOU... BETTER 
HEATING FOR YOUR 
CUSTOMERS! 














Now—a new dependable electric floor heater 
to solve your canieasiion problems. Just cut Model Number FF-333 FF.335 FF-338 
the hole in the floor, insert the furnace, wire it Kilowatts 3 : 5 8 
up and turn it on. This simple procedure will Floor Opening 141/4"x24'/4 141/4""x301/4" 201/4"'x30!/4 
save you time and money whether you build Overall Grille 16x26" 16''x32 22''x32 
one or one hundred houses. Depth 20 20 20 


Sales Representatives Approx. BTU 
Ryn ge royaeenell Output per Hr. 10,002 16,670 26,672 
311 Chickamauga ‘Avenue . ° ° Rossvile, Georgia Ampere Rating 12.6 21.7 34.7 


J. A. LLOYD, Factory Sales Agent . 
375 Whitehall Street, SW. . .—._~—s Atlanta, Georgia Approximate 


EXCELL ENGINEERING & SUPPLY, INC. Shipping Wt. 35 Ibs. 50 Ibs. 100 Ibs. 
P. ©. Box 5083 Indianapolis, Indiano 230 Volts A.C. Only 





W. L. JACKSON MANUFACTURING COMPANY 


1222 East 40th Street 
for Wael, lolelcy Wwamad, |. | 3) 3 3 
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2070—Zephair Fans. Hunter Fan and Ventilating Co., 
Inc., 400 So. Front St., Memphis, Tenn., offers a new 8- 
page catalog containing detailed information on the Hunter 
Zephair Fans, for home and industry. 


2072—Window and Attic Fans. Two new 1952 bulletins 
on window and attic fans have been published by Reed 
Unit-Fans Inc., 1001 St. Charles Ave., New Orleans, La. 
A new line of 20”, 24” and 30” 2-speed window fans 
along with the established line of reversible window and 
attic fans are described in these bulletins. 


2078—Sales Helps. A variety of sales helps, including 
How to Sell Booklets, Consumer folders, Specification 
Sheets, Free Mats, Cuts and Glossy Photographs, Displays 
and Promotion Kits for selling and demonstrating Gen- 
eral Mills Home Appliances—the Automatic Toaster, Tru- 
Heat Iron and Steam Ironing Attachment sponsored by 
Betty Crocker. Available to dealers from General Mills, 
Inc.. Home Appliance Dept., 1620 Central Ave., Minne- 
apolis 13, Minn. 


2090 Fans and Fan Parts. A new bulletin No. 4152 
describing their Knock Down Fans and Fan Parts has 
been announced as available from S. J. Stewart (Elec- 
tric), 527-31 St. Joseph St., New Orleans 12, La. 


2092—Air Circulators and Window Fans. The Complete 
Line of Kisco Floor Model Air Circulators and Portable 
Window Fans for 1952 is illustrated and described in a 
series of two-color catalog sheets and envelope stuffers 
available to the trade. A Special Sales Manual containing 
product and sales information is available for use by 
Dealers handling Kisco Products. Kisco Company, Inc., 
2400 Dekalb St., St. Louis, Mo. 


2106—Fan and Centrifugal Blowers. Catalog No. 513-B. 
Vital specifications Fresh-Air Maker Fans-Hy Duty Cen- 
trifuga] Blowers. Attic, Portable, Reversible Window, 
Exhaust fans. Single and double inlet blowers. Ventilat- 
ing Division - Schwitzer -Cummins Co., 1125 Mass. Ave., 
Indianapolis, Indiana. 


2108—Household Refrigerators, Farm and Home 
Freezers, Electric Ranges. Complete information regard- 
ing Coolerator space-saver refrigerators, a completely 
new line of farm and home freezers and automatic seven 
heat Push-A-Button electric ranges. Write Coolerator, 
Duluth 1, Minnesota. 


2112—Oil Heaters. Colorful 4 page catalog, entitled 
“Nescontrol Heating” describing and illustrating the com- 
plete Nesco line of Fuel Oil Heaters and Kerosene Heaters, 
is available from the Nesco, Inc., 201 North Michigan 
Ave., Chicago 1, III. 

2114—Electric Heetaires. A new, colorful, twelve-page 
booklet from Markel Electric Products, Inc., 145 Seneca 
St., Buffalo, N. Y., unveils a complete line of wall-attach- 
able, well-recessed, and portable heaters. Heetaire models 
for every room in the house and other applications are 
described. 

2116—Replacement Heating Units—For electric water 
heaters. Information on the complete line of various 
wattages, voltages, and shapes of water heater units of 
the Immersion Type can be obtained by requesting Re- 
lacement Manual No. 5 from Tuttle & Kift, Inc., 1825 
N. Monitor Ave., Chicago 39, Illinois. 

2118—Electric Fans. Robbins & Myers, Inc., Fan Divi- 
sion, 387 So. Front St., Memphis, Tenn., offers an attractive. 
12-page illustrated catalog covering outstanding features, 
design details, and performance ratings of R & M do- 
mestic, commercial and industrial fans for 1952. 

2122—Surface Heating Units—For electric ranges 
Complete information on fitting the famous TK Mono- 
tube Electric Range surface heating units into all types 
of electric ranges can be obtained by requesting Replace- 
ment Manual No. 5 from Tuttle & Kift, Inc., 1825 N 
Monitor Ave., Chicago 39, Illinois. 

2124—Evaporative Air Coolers. 
Company, 1950 Santa Fe Avenue, Los Angeles 21, Cali- 
fornia, offers a greatly enlarged line of Air Coolers for 
1952. The “Comfort Selector” is introduced for the first 
time, which permits complete contro! of coo] air delivery 
from zero to full capacity, enabling the user to vary the 
air volume and cooling to meet his personal requirements. 
New this year line of five “Down Discharge’ 
models for installations. The complete line 
includes 25 ranging from 1500 CFM fan-type 
coolers to 12,500 CFM industria] sizes. including 11 win- 
dow-mounting units. Write for further informatiorz 
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Essick Manufacturing 


. 
aiso 1s a 
easier roof 


models. 


i 


2136—HANDHOT CONSUMER MAILER—“HOME IS 
A PLEASURE”—9-page catalog of appliances and fans 
giving “tips” for using in copy. (Makes an effective 
dealer mailing piece. The “kiddies” enjoy the carton 
type drawing). Chicago Elec. Mfg. Co., 6333 W. 65th 
St.. Chicago 38, III. 


2140—Ventilating Equipment Circulators & 
announces the publication of their new, up-to-date 1952 
catalog illustrating their complete line of ventilating 
equipment including Pedestal, Wall and Ceiling fans, Ex- 
haust Fans, new reversible window fans, blowers, shut- 
ters, etc. Write to Circulators & Devices, 98-168-32nd 
Street, Dept. E. S., Brooklyn 32, New York, for your free 
copy. 


2142—-Gas and Electric Water Heaters. Two bulletins, 
in color, devoted to Jackson automatic gas and electric 
water heaters, have been announced by W. L. Jackson 
Mfg. Co., Inc., P. O. Box 26, Chattanooga 1, Tenn. Table- 
top and round electric heaters, as well as floor furnaces, 
are described in one; Jackson’s 20- and 30-gallon gas 
heaters in the other. Warranties on both gas and elec- 
tric models are explained. 


2144—Ventilating Products. The complete line of 
Schwitzer-Cummins Ventilating Products are described 
and illustrated in a new condensed catalog. Included are 
attic, reversible window, cabinet, portable and exhaust 
fans and single and double inlet blowers. Copies are 
available from Schwitzer Cummins Co., 1125 Massachu- 
setts Ave., Indianapolis 7, Ind. 


Devices 


2150—Apartment-Size Electric Range. Complete spe- 
cifications on the State Pride apartment-size electric 
range, manufactured by State Stove & Mfg. Co., 509— 
25th Ave., No., Nashville, Tenn., are contained in a new 
two-color catalog sheet. The stove is illustrated, and 
many consumer advantages are listed. 


2152—Shutters and Dampers. Air Conditioning Prod- 
ucts Co., 2340 W. Lafayette Blvd., Detroit 16, Mich., has 
made available an 11-page illustrated catalog No. 44 
describing their line of shutters and dampers. 


2154—-Rancher Fan. The “Niteair” Rancher, a com- 
plete package unit designed for ranch-type homes with 
low-pitched roofs, is described in Form No. 630 catalog 
page from The Lau Blower Co., Dayton 7, Ohio. The 
eight-step installation procedure is shown, as well as di- 
mensional drawings and specifications. 


2156—Combination Portable Window Fans. Three sizes 
of Lau combination portable window fans that harmonize 
in color and design are included in catalog folder Form 
No. 615 available from The Lau Blower Co., Dayton 7, 
Ohio. Model 1252 is designed for casement windows, as 
is Model 1652, which is 2 inches larger. Mode] 2052 is 
a new window fan with side expanders. Variety of uses 
for all three fans is included in the folder. 


2158—Long-Range Radio & Television. Write: Michael 
Kelly, sales manager for key dealership franchises; and 
full technical data on Hallicrafters’ world-famed precision 
radios and television. Hallicrafters now GUARANTEES 
150-MILE TELEVISION RECEPTION, and GUARAN- 
TEES WORLD-WIDE RADIO RECEPTION. These exclu- 
sive products may now be available for your territory, so 
write today. The Hallicrafters Company, Chicago 24, 
Illinois. 


2160—Electric Hot Water Heaters. A new catalog de 
scribing Rex Electric Water Heaters is available from 
THE CLEVELAND HEATER CO., 2310 Superior Ave- 
nue, Cleveland 14, Ohio. It illustrates both the conven- 
tional round and the “Table High” models. 


2162—Fans and Blowers. Fans and blowers for every 
requirement are described in Catalog No. 400 of Chelsea 
Fan & Blower Co., Inc., Plainfield, N. J. Illustrations of 
each unit. are accompanied by a listing of features, 
specifications, and dimensions, as well as cross-sectional 
drawings on many models. 

2164—"TOWERS & MASTS FOR TELEVISION & 
RADIO. By writing to the Jontz Mfg. Co., 1101 E. Me 
Kinley, Mishawaka, Indiana interested persons may procure 
information on a full line of Towers & Masts for TV and 
Radio installation. The Jontz Mfg. Co. also produces Guy 
tings. Roof Mounts. and steel tubing. All materials are 
heavily zinc-plated & chromate dipped for great rust-re- 
sistance.” 
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INDUSTRY NEWS 


BRIEFS 





Price-wage controls 
extended 10 months 


PRICE and wage controls have 
been extended by Congress for at 
least until April 30, 1953. These 
controls are included in the De- 
fense Production Act which was ex- 
tended by Congress just before it 
expired on June 30. 

However, the extension of the 
act has done away with consumer 
credit control such as existed un- 
der Regulation W. The housing 
credit law, Regulation X, was modi- 
fied so that it can be used if a 
housing boom develops. As a mat- 
ter of fact, Regulation X will re- 
main in effect for at least 
months. Whether it will remain 
effective after that will depend 
upon the amount of home building. 

In general, the new price-wage 
controls will be slightly weaker 
than they were before. The new 
law includes a policy statement 
saying that price ceilings should 
be suspended whenever 
but there is no actual authority in 
the law that requires OPS to sus- 
pend price ceilings. 

There are several important fea- 
tures in the law that may affect 
appliance dealers. For one thing, 
reporting requirements under OPS 
price orders are suspended for 
firms selling their goods below ceil- 
ing prices. 

As extended, the 
does not permit retailers and 
wholesalers to use the Capehart 
amendment as a means of increas- 
ing ceiling prices. However, OPS 
must give retailers and wholesalers 
their customary pre-Korean war 
markups under the Herlong amend- 
ment. One interpretation of the 
new law is that this does not mean 
individual pre-Korean markups, for 
the bill still uses the word “sellers” 
and not “seller.” This is interpreted 
to mean that OPS can grant pre- 
Korean markups by entire trades 
rather than by individual firms. 

Another important feature of 
the new law is that sellers can now 
challenge OPS orders in the U. S. 
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three 


possible, 


controls law 


GOVERNMENT REGULATIONS 





Emergency Court of Appeals and 
can obtain temporary injunctions 
to stop OPS from putting an order 
into effect. Such an _ injunction 
would be issued, however, only if 
the sellers could make a strong 
showing that serious injury would 
result to them from an OPS order. 

The wage portion of the law con- 
tains new features, also, that will 
be of interest to dealers and con- 
tractors. For example, wages are 
not controlled any more in the case 
of small firms having eight work- 
ers or less. The new law permits 
under $1 per hour to be 
raised to that figure without WSB 
approval. 


wages 


Metal allotments 
are increased 


HIGHER allotments of controlled 
materials to manufacturers for 
the third quarter of 1952 have been 
announced by the administrator of 
the National Production Authority. 
However, because of the continuing 
heavy military and defense 
porting requirements for copper, 
allotments of brass mill and copper 
foundry products have been made 
to one group of products at lower 
percentages than are provided for 
Included 


sup- 


the main group of users. 
in this group are household radio 
receivers and television sets, fluo- 
portable lamps, incandes- 
portable lamps, Christmas 


rescent 
cent 





tree lighting outfits, wire products, 
and many others. 

In general, 
ments for all 


third quarter allot- 

household durable 
goods will be above current levels, 
and some will be substantially 
higher. For example, aluminum 
allotments will be increased from 
30 per cent to 45 per cent of base 
period consumption, and the gen- 
eral level of copper allotments will 
be 15 per cent higher than given 
for the current quarter. 

In spite of these higher allot- 
ments scheduled for the third quar- 
ter, it appears that the steel strike 
is now affecting consumer durable 
Some producers 
are slowing production lines to a 
minimum, others are thinking of 
beginning vacation schedules early, 
and at 


goods production. 


least one company has 


halted its civilian output. 


Fair-trade bill 
enacted by Congress 


IN THE CLOSING days of the ses- 
sion of ended, the 
approved an- 
other so-called “fair trade” bill 
(McGuire Bill, H.R. The 
bill would permit the establishing 
of fixed prices on brand products 
on more or less the same basis as 
existed before the recent Supreme 
Court The bill became 
law when the president signed it 
on July 14. 


Congress just 


House and Senate 


5767). 


decision. 





ons 


RETAIL RADIO-HOUSEHOLD APPLIANCE DEALERS 
E A 


of Dollars 


STIMATED TOTAL SALES 





Retall sales— 


Sales of retail radio and 
appliance dealers were 
estimated at 198 million 
dollars during April, 
1952, by the U. S. Office 
of Business Economics, 
a decrease of 4 million 
dollars from March, 
1952. The April, 1952, 
22 million 





sales were 


MONTHLY AVE RAGE 


Millions of Dollars 




















dollars less than sales 
reported for April, 
1951. 
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APPLIANCE DEALERS PLAY SAFE 
with CommerciaL Crepit Pian. They know through long 
years of experience that COMMERCIAL CREDIT financing is 
always dependable . . . in war or peace, prosperity or 





depression. And they can depend, too, on COMMERCIAL 
Crepit’s fast, efficient handling of the many details 
involved in credit investigation, collection adjustment 


THIS COMPLETE FINANCING PACKAGE enables 
and prospect follow-up. 


distributors and dealers to control their stocks 
right from the production line to the 


tomer’s home . Commerciat Creprr PLAN 

. ° ° ° ie eliminates the need to tie up needed working 

Commercial Credit financing SE scaplsih So tahatain afingnate wardhousn o- 
used by more appliance dealers 


floor stocks 
than any other national plan 


st 


INSURANCE GUARDS FAMILY WELFARE 
Every appliance sold under the Commercial 
Crepir PLaNn is automatically covered by 
Property Insurance. This policy protects 
customers in event of | or damage ta, 
the merchandise as specified in the policy, 
In addition, Life Insurance cancels the um 
paid balance in case of purchaser's death, 








/ 


WRITE, WIRE OR PHONE your nearest 
CommerciaL Creprr office’ for 
details on how this plan can help 


‘ »mmplete 
you make 
more sales and profits. And ask your dis- 
tributor for a free copy of our interesting 
book that analyzes the market, shows 
how to make the most of time selling 


ou 


COMMERCIAL CREDIT CORPORATION 


A subsidiary of Commercial Credit Company, Baltimore 
over $125,000,000... offices in principal cities of the United States and Canada. 


. .. Capital and Surplus 





Service comes into its own 


in this well-planned radio-TV store 


@ A NEW BUILDING designed espe- 
cially to combine customer eye ap- 
peal and service convenience has 
been occupied by Chapman Radio 
and Television Co., radio and TV 
dealers of Birmingham, Ala. The 
main display room is spacious, at- 
tractive, and acoustically treated 
to improve TV demonstration pro- 
cedure. 

However, owners Bill and George 
Chapman were not content with 
only a classy “front room.” Aware 
of the tremendous role their ser- 
vice department had played in the 
past, and of its potentialities for 
the future, the Chapman brothers 
visited radio-TV stores all over the 


South gathering ideas, especially 
for their service department. 

They combined the best they saw 
with their own ideas and came up 
with something that keeps the re- 
pair and parts staff happy—and 
profitable to have around. 

The setup: 

Eight individual, sound-proof re- 
pair booths as opposed to the old- 
fashioned ‘‘community work 
bench.” All booths are air-condi- 
tioned and equipped with the latest 
in tools and test equipment. 

A centrally-located parts depart- 
ment connected directly with all 
eight booths—and located just be- 
hind the front-office counter. 


by Wendell O. Givens 


For customers-in-a-hurry, drive- 
in repair service in the rear of the 
building. 

The result is faster, better ser- 
vice by a firm that long ago laid 
claim to being one of the South’s 
finest. 

Chapman is retail outlet for all 
leading radio and television sets. 
Its repair service includes a small 
amount of contract work, installing 
and repairing auto radios. Chap- 
man recently began retailing win- 
dow-type home air conditioning 
units. 

The Chapman brothers launched 
their business in 1930 while both 
were in their teens. 








The diagram shows the re- 
sults of careful planning 
for a_radio-TV_ display 
room and service depart- 
ment that affords the 
maximum in convenience 
to customer and employee. 
Bill and George Chapman, 
owners of Chapman Radio 
and Television Co., of 
Birmingham, Ala., decided 
that next to the display 
room, all “roads” should 
lead to the parts depart- 
ment. It is easy to see 
how such a layout will 
save valuable time for re- 
pairmen and parts sales- 
men. Other outstanding 
features of this new store 
are the spacious display 
windows and the drive-in 
space in the rear to facili- 
tate work on automobile 
radios. 























MELVES FOR STOCK 


EXEC. 
OFFICE 


— REPAIR 


SHOP 


DISPLAY 


BUSINESS 


OFFICE 


COUNTER 

















SALESMAN 
OFFICE 





Rest 
ROOM 





REPAIR 
sHop 


REPAIR 


el SHOP 
SALESMAN 
OFFICE = 





DRIVE-IN 


SERVICE 
REPAIR 
SHOP 














_Ii SHELVES FOR STOCK 








5] 





74 


ELECTRICAL SOUTH for JULY, 1952 





BELOW — Eight individual, soundproof repair booths, 
equipped with the most modern tools and testing instru- 
ments, enable Chapman Radio and Television to provide 
its customers with better and faster service. Note that test 
equipment is recessed in the plywood panel above the work 
surface, leaving that space uncluttered. 
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ABOVE—A spacious, appealing display room was one of 
the objectives of the Chapman brothers in designing their 
new store. They combined the best of the ideas gathered 
during an extensive trip throughout the South, visiting 
radio-TV stores. The fluorescent lamps are instant-start, the 
entire building is air conditioned, ceilings are acoustical. 








Using the user 


in a progressive reward system 


by Robert A. Latimer 


® SETTING UP AN automatic “chain 
reaction” system, whereby previ- 
ously sold customers are rewarded 
with electric housewares for turn- 
ing in the names of valuable new 
prospects, has worked out so well 
for J & B Appliance Co., Temple, 
Texas, that the firm now realizes 
80 per cent of its total volume from 
using the user. 

Davis Olney, sales manager of 
the 14-year-old dealership, believes 
that most dealers fail to exploit the 
previously sold customer  inten- 
‘‘We have found 
this source far and away the most 
prolific from the standpoint of 
worth-while new _ prospects,” he 


sively enough. 


said. 

“It isn’t enough to contact the 
user now and then, on the hit-or- 
miss chance that each user may 
produce a new prospect. Instead, we 
keep our users constantly thinking 
of us, aware of the fact that they 
can profit through turning in 
names. We make sure that each is 
kept posted as to how we are doing 
with the prospects turned in. 

We started this system two years 
ago, and since that time, results 
have surpassed those which have 
come from newspaper advertising, 
special promotions, trade-in mer- 
chandising, or any other source.” 

The modern J & B Appliance 
Company’s effective system is to 
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Volume obtained through this system is unlimited 


provided it is handled in the right way 


offer every previously sold cus- 
tomer a list of electric housewares 
prizes. They may win these by tip- 
ping off Mr. Olney or his salesmen 
to a prospect who is later sold a 
major appliance. Under the plan, 
the rewards, as offered, grow pro- 
gressively more valuable in propor- 
tion to the number of prospects 
sold. 

The housewife who owns an elec- 
tric range, for example, and turns 
in the name of a friend or relative 
who is ready to buy, will receive an 
electric clock as the store’s reward 
for her assistance. When she turns 
in the name of the second prospect, 
who is also sold, the next reward 
may be an electric percolator. 

For successive third, fourth, and 
fifth prospects, all of whom are 
sold, prizes value, 
through waffle-baker, electric fan, 
and pop-up toaster. The list thus 
grows progressively more attrac- 
tive up to the top number, which is 
an electric mixer or roaster. 


increase in 


“In other words, we are reward- 
ing our already sold customers for 
cumulative effort,” Mr. Olney said, 
“which encourages them to dig 
deeper and be on the alert for 
prospects. 

“We set up this plan because of 
a psychological factor which I be- 
lieve has escaped many appliance 
dealers. This is the fact that if the 


same reward is offered to the user 
for each prospect who is later sold, 
she has far less incentive to turn 
in a second or third. 

“For example, if a customer tells 
us that a newlywed friend is con- 
sidering buying a refrigerator, and 
we send her a clock in appreciation 
for her tip, she is not going to be 
too interested in receiving another 
clock for turning in another such 
lead. If, however, each of her ef- 
forts is better rewarded, that cus- 
tomer is going to be far: more 
diligent.” 


Plan works well 


Results since the plan went into 
effect have been consistently sur- 
prising. There are numerous users 
on J & B Appliance Company’s list 
who have already been awarded no 
less than five electric housewares, 
and before many months have 
passed, some of these may have run 
the gamut, Mr. Olney pointed out. 

“If this happens, we'll have to 
develop some other form of pro- 
gressive rewards,” he said, “in or- 
der to keep our bird-dogging cus- 
tomers on the lookout for prospects. 
Every user who has turned in at 
least one prospect, and been re- 
warded for doing so, is informed 
on the additional prizes which she 
may earn, and is then more inter- 

(Please turn to page 78) 
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A close-up view of the record de- 
partment in Sparks, Beaumont, 
Texas, where they specialize in 45- 
rpm records. The change to this 
record speed has doubled the sale 
of record players and brought about 
increased volume and greater prof- 
its. Almost 500 record albums and 
6.000 individial records are carried 
in stock. 


by Theron Garvin 


Advantages of handling 


only 45 rpm records 


How record specializing pays off 


@ SPARKS OF Beaumont, Texas, has 
found specializing in 45-rpm_ rec- 
ords a profitable change for their 
record department, and they plan 
to handle. only these records in the 
future. Not only has this change 
paid off in the form of increased 
volume and greater profits, but it 
has doubled the 
players. 

Here’s how the Sparks’ 
made the change pay off. 

Display space used for the record 
department has been cut in half, 
thereby giving more space to dis- 
play of record players, radios, and 
television sets. The customer may 
stand in one spot and see twice as 
many albums. This makes it easier 
to examine the records and make 
selection. 

One big selling point of the 45- 


sale of record 


store 
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rpm record is that there is no 
danger of breakage. The customer 
can handle the records as much as 
he likes without fear of breaking 
them. When the store handled the 
breakable records, there were many 
occasions when a customer was se- 
lecting a record and let it slip to 
the floor and break. 

Although the store wouldn’t ac- 
cept payment for such accidents, 
the shopper would feel ill at ease to 
continue looking and would make a 
quick selection and leave the store. 
Whereas, if the records were un- 
breakable, he would remain longer 
and buy more. 

When a customer calls at the 
store for a 78-rpm record, he is an 
excellent prospect for a 
player, or a tie-in unit for his radio 
set. Most prospective 


record 


customers 


will agree to a demonstration, and 
the store’s free offer of eight rec- 
ords with each tie-in unit really 
sells them on the 45 rpm’s 

The Sparks’ store sells an aver- 
age of two tie-in units daily to new 
customers. This makes an average 
that 
will be buying records at the store 

“We find that since we 


to handling the 45 rpm’s, our clerks 


of 60 new customers monthly 
switched 


have twice the amount of time to 


spend helping customers make a 
selection,” explained Virden Mabry, 
owner. “When we handled the 
breakable records, each record and 
record album had to be checked for 
cracks. If we found damage, 
there was more time spent on filing 
a claim for the loss. 

“Another good selling point on 


the unbreakables can be found in 


any 
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This view of the radio and record player department at Sparks shows why 
it is difficult for customers to pass up this display while shopping for records. 
In the case of women, stopping generally means sales! 


their shipping charges. All of the 
larger records have to be shipped 
by freight but the 45 rpm’s 
sent parcel post. 
half the 
spent, 


‘an be 
We save almost 
amount we _ previously 
besides the advantage of 
quicker deliveries.” 

When a new record is received 
in stock, an immediate check is 
made to ascertain if there is a wait- 
ing list on file. The waiting cus- 
tomers are then called and advised 
the new record is now in stock. 

Even if they have found the rec- 
ord elsewhere, they appreciate this 
effort to serve them. They usually 
prove this by calling at the Sparks’ 
store when next looking for a 
record. 

Sparks has found one of its best 
business builders is the television 
program sheet it publishes weekly. 
A complete TV program of. all 


This large display of TV sets fea- 
tures a wide variety for any cus- 
tomer to choose from. The record 
department draws in many new TY 
prospects daily. 
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shows carried by a local station, 
plus the top 10 records of the week, 
is published in attractive form and 
mailed to all customers and pro- 
Sparks lists 
the radio sets, record players, com- 
binations, and television sets they 
have for sale. 


spective customers. 


With soundproof space for lis- 
tening to records an absolute must 


Vista 
ER ns ase 


. 


‘¢ p*, 


in most stores’ retailing records, 
the Sparks’ store has found that 
playing the softly out 
where customers can hear them, 
sells more records. 

“Many customers call at the 
store for a special record,’’ Mr. 
Mabry concluded, “but upon hear- 
ing another record they like, we 
make two sales. We have used both 
methods and find that customers 
like hearing the soft music.” 


records 


Using the user 
(Continued from page 76 
ested in co-operating. 

“It isn’t inconceivable that the 
housewife who has bought one or 
two major appliances from us may 
furnish her entire home with elec- 
through 
devoting some of her spare time to 


tric housewares merely 


prospecting for us. We are certain 
that a large percentage of them are 
doing exactly that.” 

retailer 
keeps a close watch on the sources 


The Texas appliance 


Through comparing 
names of recent customers with the 


of all sales. 


hot tips turned in by users, it has 
become obvious that 80 per cent of 
new sales were of the user-provided 
variety. 

“As soon as we have followed up 
a tip turned in by a user, the sales- 
man handling the account will tele- 
phone the customer who produced 
the lead, and inform her how the 
sale is progressing,” Mr. Olney 
said. “This makes the user feel 
like a definite participant in the 
store’s operation, and spurs her to 
greater effort.” 
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A way to win friends— 


and make sales! 


by Baron Creager 


You can make a lasting impression on your customers 


by remembering and calling them by their names—here’s how 


@ THIS IS written to show that 
anyone in selling can learn some- 
thing useful from any successful 
salesman, whether the successful 
man sells buttons or buckets, re- 
frigerators or electric fans. 

It is written because, about two 
years ago, I happened to find the 
suit of clothes I was looking for, in 
a store I had never before patron- 
ized. I bought the suit. 

There was nothing about the 
transaction that especially focused 
my attention upon the salesman. 
He was pleasant. He knew his busi- 
ness. That was about all there was 
to it and as I left the store I could 
not have called his name. It wasn’t 
unusual, anyhow. Just Brown. 

It was at least a year, perhaps 
longer, before I entered that de- 
partment of that store again. I 
hadn’t seen Brown, but I hadn’t 
completely forgotten him because, 
chances are, he had sent me one of 
his postal cards. So, merely out of 
courtesy, I asked for him. 

Remember, he hadn't laid eyes on 
me for more than a year. But when 
his name was called he came across 
the busy floor smiling and without 
any hesitation or any stalling he 
called me correctly by name, using 
the Mister first, just once, and then 
he had me by my first name. And 
from then on I was his meat. 

I could feel myself glowing in- 
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side. Sunlight turned brighter by 
some degrees and the world looked 
better in all its aspects. In a sort 
of daze I began trying on suits, 
speculating all the while on what 
it was about me that had made such 
a lasting impression on Brown, the 
clothing salesman. 

He had seen me just once, and a 
year later he called me by name. 
I must be more distinguished- 
looking than I had realized. 

There was shock connected with 
the experience, too, such as, “Why 
can’t I remember names like he 
does?” And then there was the 
shock—a refreshing shock—of find- 
ing that kind of a salesman. One 
so thoroughly a salesman that he 
took pains to remember a chance 
customer who might never come 
back. 

There isn’t much of that. How 
quickly are you recognized and re- 
membered by a salesman, even if 
you bought an automobile? 

Then I found myself comparing 
with the 
many salesmen I had _ ob- 
And I found 
myself comparing him with the va- 
rious sales people in establishments 


this clothing salesman 
great 
served in other fields. 


where I regularly spend money, but 
am not called by name because they 
never bother to find out my name. 

I began wondering, if this expe- 
rience had such an electrifying ef- 


fect upon me, couldn’t it have the 
same effect on the customers of any 
salesman determined enough to be 
similarly outstanding like Brown. 

Later on the thought occurred to 
me repeatedly that something 
should be written about Brown. 
But he was always so busy selling 
suits that he never had time to talk 
until recently, when I caught him 
in a flat spot and found out why (as 
if I didn’t already know) he is so 
busy selling suits. 


Card record used 


Lloyd Brown uses a card system 
of his own design. His files con- 
tain a card for every man who buys 
clothes from him regularly. Regu- 
larly means anyone who buys as 
often as once a year. Every pur- 
chase is recorded as to date, size, 
and model, and every now and then 
Lloyd sends out a card. 

And how many names do you 
think are in that filing system? 
Just 7,000 names! Seven thousand 
people buy clothes regularly from 
3rown. But he has to admit that 
he can call the name on sight of 
only about 30 per cent of them. 
That’s 2,100 men he knows on sight 
and he manages to add to the list 
regularly. 

“Yes,” admits Lloyd, “I’ve stud- 
ied it. I took a course in salesman- 

(Please turn to page 96 
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How much 


will it cool? 


“It all depends,”’ says an industry speaker, 


who recommends application training for salesmen 


@ ROOM AIR CONDITIONER salesmen 
frequently confuse and mislead the 
’ answer to 
the question “How large a room 
will the unit cool?” stated Herbert 
L. Laube, chairman of the Room 
Air Conditioner Section of the Air 
Conditioning ad Refrigerating Ma- 
chinery 


buyer with an “up-to’ 


Association. Mr. Laube, 
who is also president of Remington 
Corporation, of Auburn, N. Y., was 
speaking before the annual conven- 
tion of the Appliance Division, of 
the National Association of Elec- 
trical Distributors, in Atlantic City. 
The chairman of the meeting, 
H. S. Schiele, of St. Louis, Mo., had 
asked Mr. Laube, representing the 
manufacturers of room air condi- 
tioners, “Is any progress being 
made toward arriving at an ad- 
equate industry rating for various 
types of room air conditioners?” 
“That is a question, usually in 
a simpler and more condensed form, 
every prospective buyer invariably 
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asks the room air conditioner sales- 
man,” Mr. Laube replied, “but the 
salesman’s answer is not always 
the kind which inspires confidence, 
or results in a complete meeting of 
minds between the buyer and the 
seller. 

“Often the seller, when his pros- 
pect asks, ‘How large a room will 
it cool?’ replies with what I call the 
‘up-to’ answer. He points to one of 
his air conditioners and says, “This 
unit will cool a room having up to 
300 square feet of floor space.’ 
Rarely does the seller give the 
corollary to this answer, namely: 
‘Additionally, this unit will cool a 
room down to, say, 60 square feet 
of floor area.’ 


Conditions vary widely 
“For example, consider two rooms 
of identical size, both located here 
in Atlantic City. Assume that 
in both cases there are two room 
occupants. Thus, the size of the 


room, its occupancy, and the cli- 
mate to which it is exposed are the 
same in both cases. Depending on 
eight other factors, however, the 
variation in the actual size of a 
room that a specific room air con- 
ditioner will properly cool will vary 
as much as 700 per cent. 

“Any reputable make of *4 horse- 
power room air conditioner may be 
suitable for a room having a floor 
area of anywhere from 70 square 
feet to 500 square feet, depending 
on the eight following briefly-stated 
factors: 

“1. The differences in room loca- 
tion. In this latitude, a room on the 
north side of a building can be ad- 
equately cooled by a much smaller 
unit than a room on the southwest 
corner, where the sun heat is felt 
most severely 

“2. The area of the 
windows. 


“Q 


3. The extent of outside shade 


room’s 


from trees, other buildings, etc. 

“4. The construction of the build- 
ing itself: whether it is an unin- 
sulated frame house, an insulated 
structure, or has heavy masonry 
walls. 


5. The ceiling height: whether 
it is 7% feet or possible 12 feet. 

“6. The construction and loca- 
tion of the ceiling: Is it insulated, 
is it uninsulated but under occupied 
space, or is it uninsulated and ad- 
gacent to a hot roof or attic? 

“7. Is the room on the ground 
floor or is it over occupied space? 

“8. Is the unit for daytime use or 
just for night use, as in a bedroom? 

“These are the reasons why the 
prospect is entitled to more than 
Just an ‘up-to’ answer. 


Totally-different appliance 
Suppose a woman called at the 
store of one of your dealers and 
said she wanted to buy an agitator, 
the gearing, the motor, and the 
wringer for a complete washing 
machine, but not the tub, because 
she already had a tub at home. 
Even if he had it available, the 
dealer would be reluctant to sell 
her what she wanted because he 
would realize it might not fit the 
tub. 
“Suppose another person walked 
into the same dealer and wanted to 
(Please turn to page 96) 
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Responsibilities and obligations 


of dealers and distributors 


@ WHEN you analyze this industry 
of which we are a part it is a fabu- 
lous enterprise. Last year white 
goods sales represented a volume 
of $3,100,000,000 and this did not 
include TV or radio. 

Recent expansion in plant capa- 
cities by both large and small man- 
ufacturers should convince all that 
this appliance industry has come 
of age. Continued expansion on all 
levels of manufacturing, distribu- 
tion, and retailing evidences their 
faith in the ultimate stature of our 
industry as well as in the future 
economic life of our country. 

Yet in spite of this growth 
this faith—I find constant conflict 
between manufacturers, distribu- 
tors, and retailers. 

We all have a common interest, 
yet you would think there was no 
way to arrive profitably and amic- 
ably at the same destination. 

That brings me to my subject. 
“What Are the Responsibilities and 
Obligations Between Dealers and 
Suppliers?” (I took the liberty of 
changing the word “distributor” 
to “supplier” because in some in- 
stances the retailer deals directly 
with the manufacturer.) 


Distributors face challenge 


It must be assumed, if you deal 
directly with a manufacturer, that 
you enjoy a better margin for which 
you supply some of the services 
expected of a distributor. 

Speaking strictly of distributors, 
they have a challenge. A _ recent 
group of articles described the 
trend to factory owned and oper- 
ated zones or branches. Why is 
this trend taking place? Because 
many distributors overlook the real 
reasons for their existence in the 


This article is adapted from an ad- 
dress before the Texas Appliance and 
Television Dealers meeting held in 
Fort Worth, Texas, May 28. 
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by H. B. Price, Jr. 


Vice-President, National Appliance and 
Radio-TV Association 


industry’s plan of money goods. 

The distributor justifies keeping 
his part of the profit dollar by ren- 
dering services which the average 
dealer can’t afford to supply. The 
distributor maintains adequate 
stocks of merchandise. He carries 
replacement parts in sufficient quan- 
tities to cover his dealers’ needs. 
He supplies product maintenance 
“know how” promptly when _ re- 
quested by his dealers. He has in- 
telligent, properly trained dealer 
contact men who possess an under- 
standing of the dealer’s problems 
He supplies sales helps and counsel 
down to the retail salesman’s level. 
He supplies credit to the dealer in 
keeping with the dealer’s ability 
to pay. 


Dealer franchisina 

These are some of the concrete 
things a distributor does if he is a 
good distributor and earns his prof- 
it, but there are many other things 
he must do if he expects to stay in 
this business and buck the trend. 

He must not franchise more deal- 
ers than the market potential will 
support. 

He would not think of selling in 
competition with his dealers—a 
practice referred to commonly as 
“back door selling.” 

He would not franchise a dealer 
who did not have adequate capital, 
some understanding of the service 
problems, and _ reasonable sales 
power to secure an economically 
sound volume of sales on which to 
live. 

You can see that I believe firmly 
in the theory of the dealer doing 
his own service. Yes, in spite of 
some very successful setups to the 
contrary, the day is not too far off 
when service will be a necessary 


adjunct to sales if the dealer is to 
survive. 

Therefore the good distributor 
requires a reasonable investment on 
the part of his franchised dealer 
in service equipment and repair 
parts. Indifference in franchising 
retail outlets with no understand- 
ing of service responsibility to the 
customer has resulted in a stigma 
attached to the appliance retailers 
with the net results that before the 
war the appliance business was 
drifting to other types of outlets. 

This trend could very easily be- 
gin with the chain stores as the 
benefactor. Only recently Sears has 
indicated their intention of becom- 
ing the largest door-to-door mer- 
appliances in the 
they do 


chandiser of 
country. Sears is smart 
all their own service. 


Follows through on sales 


So your shortsighted distributor 
is undermining his own future by 
failure to demand basic dealer re- 
quirements in exchange for his 
franchise. The good distributor 
helps his dealers establish sound 
and continuing success of discount 
for his installment paper. He is 
ready to assist in all dealer activi- 
ties from hiring and training sales- 
men to listening to his dealer’s per- 
sonal problems. 

I think I can sum up a good dis- 
tributor’s description by saying he 
is as interested in seeing his deal- 
ers making sales at full retail prices 
as he was in originally selling to 
the dealer. 

It is the manufacturer’s respon- 
sibility and obligation to his dealers 
to see that his distributor is a good 
distributor. For those of you who 
bypass the distributor, you have 
a two-fold responsibility to the 
manufacturer you represent and 
the customer you sell. 

Obviously, there are many poor 

(Please turn to page 94) 
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Business conditions analyzed 


by Baron Creager 


Southwestern Editor 


Merchandising authorities point out that opportunity 


is as bright as ever; that it is more important than 


ever for a dealer to service his own merchandise; that 


the number of lines should be minimized in order to 


increase his importance with the distributor; that ap- 


pliance market now is normal and is likely to remain 


that way; and that young salesmen must be trained 


to sell under normal market conditions. 


@° TEXAS APPLIANCE, radio and TV 
dealers to the number of 125 gath- 
ered in Fort Worth recently for a 
one-day program loaded exclusively 
with top-bracket merchandising tal- 
ent drawn from the national level. 

From the lips of five speakers 
there tumbled an abundance of 
frank and significant advice on the 
retail appliance business, with per- 
haps the most repeat emphasis be- 
ing applied to these points: 

Opportunity is as bright as ever; 
it is more important than ever for 
the dealer to service his own mer- 
chandise; he should minimize his 
lines to increase his importance 
with the distributor; the appliance 
market is now “normal” and will 
stay that way, and the dealer should 
take time out to instruct young 
salesmen who never before bucked 
a “normal” market; the 
market is “cleaner” 
the United States. 

Although three of the five speak- 
ers represented the National Ap- 
pliance-Radio-TV Dealers Associa- 
tion, it was not a state organiza- 
tion meeting. NARDA 
representation sought with some 
vigor to induce more Texans into 
the national fold. Another such 
meeting is scheduled for some time 
this fall, place and exact time to 
be announced later. 


Texas 
than most of 


However, 


The May meeting was a spon- 
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taneously conceived project by a 
group of North Texas dealers who 
organized a committee 
out invitations to a 


and sent 
conference 
“where we can discuss some of our 
problems.” 

This committee was headed by 
Vergal Bourland, of Fort Worth, 
as chairman, and Sam Hagy, of 
Dallas, as co-chairman. Hagy will 
serve as chairman of the committee 
arranging the next meeting. 

Other members were Roy Tara- 
water, of Fort Worth; Gene Crow, 
and Roger Dickie, of Grand 


Hayden Johnson, of Ar- 
A.C. (Bud) Achter- 
nacht, A. C. McGowan, Jack Burge, 
W. J. Inman, and Jack Blackburn, 
all of Dallas. 

These arranged for the appear- 


Prairie; 
lington; and 


ance of H. M. Kelley, appliance sales 
Fred D. 
Ogilby, vice-president in charge of 
television for Phileo; Mort Farr, 
Darby-Philadelphia 
region; and Harry Price, dealer of 
Norfolk, Va., the last two being 
president and vice-president, re- 
spectively, of NARDA; and A. W. 
Bernsohn, NARDA managing di- 


manager for Frigidaire; 


dealer of the 


rector. 

Mr. Kelley, with the topic, “What 
does the future hold for me in the 
appliance business,” 
the outset that he was speaking 
off the record and would quote sta- 
tistics which he hoped would not 
be published. But in his introduc- 
tory remarks and throughout his 
there passages of 
significance in a general sense, con- 
sidered permissible, such as his 
comment that a dealer’s 
depends largely on his ability to 
evaluate his opportunity. 


announced at 


address were 


success 





The featured speakers... 


The one-day meeting held in Fort Worth included talks by H. M. Kelley. 
of Frigidaire; Harry Price, vice-president, A. W. Bernsohn, manager, and 


Mort Farr, president, all of NARDA; and Fred D. Ogilby, of Philco. 


ELECTRICAL SOUTH for JULY, 1952 





for Texas dealers 


“If he will operate as a good busi- 
ness man should, he'll be success- 
ful,” Kelley added. “But he must 
realize that we are in a normal mar- 
ket, and he must have that view- 
point; and if his salesmen were not 
in the business 12 years ago, they 
know nothing about a normal mar- 
ket. They should be trained to meet 
these circumstances for it will be 
that way from now on. 

“The American home is becom- 
ing the miracle home, and most of 
the items that make it possible are 
things we sell. If that’s not enough 
future to keep you in business, I 
don’t know what I could add to it. 
It looks like the future is very good 
as far as opportunity is concerned. 

“But, we can take what the best 
dealers are doing and show the rank 
and file of dealers how to do it that 
way, but they won't. The only prob- 
lem we have is the dealer who won’t 
take advice. 

“And why cry about trade-ins. 
The automobile people don’t cry 
about trade-ins, and they have to 
handle three and a half used cars 
to every new car sale. They con- 
sider it part of their business, and 


it’s part of our business, too. The 
dealer who wants to be a strong 
dealer should get into the recondi- 
tioning of trade-ins in a big, thor- 
ough manner.” 


Balance your sales 

Kelley recommended brand con- 
centration, “because to sell any- 
thing you have to believe it is 
the best;”’ and he emphasized the 
importance of balanced selling 
throughout a line. It’s important 
for the retailer to study the rate of 
balance of appliance sales. For ex- 
ample, in 1951, dealers sold 36 elec- 
tric ranges, 46 automatic washers, 
and 16 food freezers per hun- 
dred refrigerators sold. The dealer 
should place sales emphasis accord- 
ingly. 

Mr. Ogilby’s topic was “What 
may we expect when the coaxial 
cable comes to Texas?” He defined 
the television market as different, 
in fact only just started, and pre- 
dicted that when the coaxial cable 
is completed to Dallas this summer, 
dealers in the Dallas-Fort Worth 
area “will sell overnight, 50 per 
cent as many sets as have been sold 





The Dallas-Fort Worth dealer committee ... 


Seated (1. to r.): Roy Tarawater, Sam Hagy. Vergal Bourland. Gene Crow. 
and A, C, Achternacht. Standing: Roger Dickie, A. C. MeGowan, Hayden 
Johnson, Jack Burge, and W. J. Inman. Bourland was chairman. 
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in this area up to date!” He urged 
that when the time comes, dealers 
tie in their advertising with cur- 
rent events of big attraction value 

“We can now see quite clearly 
which way this business is going to 
go,” he continued. “It is probably 
a better business than that offered 
by any other appliance, because it 
is a growth business, and it looks 
excellent for the next five years. 
We expect some manufacturers to 
drop out of the picture, because 
everyone cannot make the best set 
on the market. There have been 
some highly extravagant claims 
made, but not by standard manu- 
facturers. 

“Today, we know the life of the 
cathode ray tube is 3,000 hours, 
that if the average good standard 
set is installed properly, and the 
customer is instructed how to use 
it, there doesn’t need to be more 
than one service call in 90 days. 


Effect of TV chain 


“When the chain programs come 
in, you will make these phenomenal 
sales overnight because TV is the 
cheapest entertainment one can buy, 
with every outstanding cingma and 
theatrical figure passing across that 
screen within a year. Yet in some 
respects, the retailer in TV is no 
different from the retailer in radio. 
It will pay, as a TV dealer, to set 
yourself up in the customer's mind 
as one giving him a square deal. 
Also, you can do business with 
fewer lines because there will be 
plenty of standard manufactured 
sets on the market this fall.” 

Mr. Ogilby said the most success- 
ful TV dealers install and service 
their own sets, and that TV service 
“will get you into more homes than 
any other appliance and will help 
you sell other appliances.” 

He warned that the customer 
doesn’t care so much whether the 
screen is 17 or 21 inches, but is in- 
terested in viewable space and size 
of picture. He predicted sales of 
five million TV sets this vear and 
six million more in 1953 with UHF 
coming on stations by the middle of 
next year. 

(Please turn to page 93) 
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40 dealers cooperate... 





Organized dealers promote 


home freezer week 


@ PROMOTION of “Home Freezer 
Week” in Shreveport, La., last 
spring with 40 dealers cooperating 
was so successful that a similar 
event featuring electric cookers 
has been scheduled for the month 
of August. 

“Home Freezer Week” was con- 
ceived in discussions among mem- 
bers of the Electric 
Dealers Club of that Louisiana 
city. Although it is impractical for 
the club, with no paid officers, to 
survey members to determine total 


Appliance 


volume for the one-week event, 
participants were extremely happy 
with results and were looking for- 
ward to “Electric Cooker” week. 

As this promotion functioned in 
Shreveport, it 
blance to civic campaigns, or a 
community fund drive, according 
to V. W. Willoughby, of the South- 
western Gas and Com- 
pany, who secretary- 
treasurer of the club. Other offi- 
cers are Gross Williams, presi- 
dent, and P. O. McLoughlin, vice- 
president. 


bore some resem- 


Electric 


serves as 


Tied in with gardens 

“Because of spring gardens com- 
ing on, we chose as ‘Home Freezer 
Week’ the six days beginning with 
May 19,” Mr. Willoughby explain- 
ed. “It is hardly necessary to point 
out that we were thoroughly or- 
ganized with all factors of the 
promotion under control well in 
advance of the opening day. 

“Previously, our mayor had is- 
sued a proclamation, setting aside 
the period mentioned as ‘Home 
Freezer Week,’ and we got some 
nice publicity from that. Then on 
Sunday, May 18, a quarter-page 
newspaper advertisement appeared 
at the expense of the Electric Ap- 
pliance Dealers club. It called at- 
tention to the event of the week 
and listed the 40 dealer members 
of the club, each paying dues at 
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the rate of $12 a year. These dues 
create a modest club treasury 
which makes such expenditures 
possible.” 

On Monday, opening day of 
“Home Freezer Week,” newspaper 
advertising by individual club 
members began on a heavy scale. 
Club members had already agreed 
on the amount of newspaper ad- 
vertising space they would buy 
during the week. And by means of 
a drawing, it had been determined 
which dealer would advertise on 
which days, so that the impact of 
this promotion would be constant 
throughout the week, in two news- 
papers. 

However, dealer members of the 
club were not restricted in the 
matter of advertising. They were 
free to use more than the amount 
of space agreed upon, and a num- 
ber of dealers did. 

Willoughby said the club was 


able to finance from its treasury, 
other items during the promotion. 

“We supplied an appropriate 
banner for each member store. We 
also supplied lapel badges for 
salesmen, each badge announcing, 
‘Home Freezer Week, May I Dem- 
onstrate a Freezer?’ 

“Dealers encouraged to 
conduct live demonstrations and a 
substantial number did so. For 
those who wanted live demonstra- 
tions, our utility supplied home 
service personnel. Dealers sent out 


were 


special] invitations to their best 
prospects and some of them even 
went further, tying in the freezer 
promotion with a cooking school.” 


Trophy cup adds interest 


In addition to supplying other 
stimulants, including the services 
of Willoughby, the Southwestern 
Gas and Electric Company posted 
an engraved cup as a trophy for 
the dealer with the most effective 
window display on home freezers. 
This trophy was won by the Hem- 
engway-Johnson Furniture Co. 

Members of the Electric Appli- 
ance Dealers club believe that in 
addition to producing satisfactory 
sales, “Home Freezer Week” spot- 
lighted this appliance in public in- 
terest to the extent that favorable 
results would be noted over a pe- 
riod of several months. 


Hemengway-Johnson Furniture Company won the Shreveport “Home Freezer 
Week” window display contest with this kitchen scene. 
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THE LOOKED-UP-TO LINE 


IN GAS AS WELL AS ELECTRIC 


Dealers who sell both electric 


and gas automatic water heaters 


feature SAF-T- HOT because 


both are outstanding in their fields. 


DRAFT DIVERTER HOOD 





Prevents down drofts 


WHITE ENAMEL FINISH, ———oy 


electrostatially sprayed. 


infra-red boked \¢ K 
g 


EXTRA HEAVY CORROSION 
RESISTANT INTERNAL FLUE 


FIBERGLAS INSULATION, ————- 
blonket type in extra 
generous amounts 
@ minimum of 
two full inches on 
all sides and 
five full inches on top 


MAGNESIUM ANODIC ROD 
foptional equipment 
of extra cost 


diol the heat you want 


ORILLED, RAISED 
PORT BURNERS 


centered on tonk 


100% SAFETY SHUTOFF 


ALL ADJUSTMENTS 
easily accessible but safe 
egoinst accidental changes 














HOT WATER OUTLET 
Ot top of tank for silent 
withdrawal 


— SPIRAL BAFFLE 
gets extra heat value 
from the fue! 


SIDE INLET ond OUTLET 
Conceals unsightly pipes 


HEAVY GAUGE HOT DIP 

GALVANIZED TANK 
individually tested at 
355 pounds pressure 





COLD WATER INLET 


>” disperses water un:formly 
-? 


over bottom of tonk 


DRAIN threaded for 


hose connection 


INSULATED DOOR 
hes boffle ond gaskets to pre 
vent descoloration of jacket 


EXTRA BAFFLE 
catches condensation 
keeps floor cool 


ACK BASE conceals 
trop marks, guards floor 





SAF-T-HOT GAS WATER HEATERS ARE: 


BETTER LOOKING. Streamlined and designed so that) 
when installed in a corner or line of kitchen appli-7 
ances, water pipes do not show. Very even, tough 
finish, electrostatically sprayed, infra red baked for 
long, long life and sparkle. 


BETTER OPERATING. Specially designed burner and 
spiral baffle utilize heat more economically. Extra 
fast recovery; in 30 gallon size, for example, full tank 
heats in 50 minutes. 


BACKED BY A SALES CLINCHING WARRANTY. Fine 
performance and service records enable SAF-T-HOT 
to pioneer impressive 3, 7, and 12 year protection 
plans on three series of heaters, each series a leader 
in its price range. 


Made in 20, 30, 45, and 66 gallon capacities. 


@ WRITE FOR FACTS ON SAF-T-HOT ELECTRIC 
AND SAF-T-HOT GAS AUTOMATIC WATER HEATERS. 


THE HEDGES LINE 


|\SAF-T-HOT * ACTANE + MERTLAND 
M. M. HEDGES MANUFACTURING CO., INC 
CHATTANOOGA, TENNESSEE 
WATER HEATER SPECIALISTS 





ALL BRAND NEW fer '52 


Amazing in Styling 


and Superior Performance 


/ - “Niteair’ 
Large Window 


4 


_) ee 


New... 2-Speed, Reversible, Models 2452-Wk2 2052-WR2 








MRR Ve a ER TORIES Dn ot DAMEN 


New! Model 1252 


“Color-Harmony Matched’’— 
Combination Window and Port- 
able Fan with fingerproof guards 
front and rear. Just 16” square, 
5%" deep, weighs 14 Ibs. Moves 
1200 cfm at hi-speed. Metal ex- 
panders available. 





New! Model 1652 


“Color-Harmony Matched’‘-— 
Combination Window and Port- 
able Fan (larger model than 
1252, above) . . . for exhaust or 
intake. 18” square, 54%" deep. 
Moves 1700 cfm at high speed. 
Metal expanders available. 





New! Model 2052 — with Expanders 
“‘Color-Harmony Matched’’— ‘ 
Window exhaust or intake fon. 
Quick and easy to reverse or lift 
off for a Portable. 22” square, 
5%" deep, weighs 25 Ibs. Moves 
2500 cfm at high speed. 





LAU brings you the MATCHED Line of 
Color Harmony window Fans! These large, 
powerful, quiet 24 inch and 30 inch 
Window Fans are reversible at the flip of 
a switch—they will cool several rooms, 
an apartment or a small home. Simple, 
quick and easy to install and windows 
may be opened or closed freely without 
moving fan. They match . . . in color and 
styling . . . the smaller window fans. 
Handsomely finished 2-tone green baked 
enamel . . . with fingerproof guards and 
rubber cushioned feet to protect polished 
surfaces. See them! Feature them for free 
home demonstration! 


Two models with 2-speed mofors: 
2452-WR2, reversible 24” Fan, moves 3873 
cfm at hi-speed, 2600 cfm at lo-speed. 
3052-WR2, reversible 30” Fan, moves 5745 
cfm at hi-speed, 3800 cfm at lo-speed, 

also . . . with single, Hi-speed motors (ex- 
haust only) Models 2452-W and 3052-W, 
same cfm as above. 


THE LAU BLOWER COMPANY -~ 2019 Home Ave., Dayton 7, Ohio 


See Your Jobber or Distributor or write us Now for details! 
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Price cutting facts .. . 





Remarks on retail selling 


ina buyers’ market 


by B. W. Fair 
Cain & Bultman, Inc. 


Jacksonville, Fla. 


® Now that we are relieved of the 
problem of shortages of electrical 
home appliances, we are immedi- 
ately faced with another problem 
—how to sell our merchandise. For 
a large part of the past decade we 
have enjoyed a sellers’ market and 
have become soft. 

Are you personally doing as ag- 
gressive, hard-hitting selling today 
as you did 10 or 12 years ago? Do 
you still use all the tricks you used 
in the past to sell a prospect? 

A problem in today’s market is 
that the new crop of retail sales- 
men have not had to cope with real 
selling problems. When many of 
them came into the business no 
salesmanship was required to 
make a sale. They did not have to 
canvass -for prospects. They did 
not find it necessary to call on 
prospects at night. But we must 
use them, or train them, or wait 
for the next generation of sales- 
men to come along. 

It is obvious that the first step 
in making a sale is to get the pros- 
pect into the store so that you can 
talk about, and demonstrate, the 
merchandise. There are several 
things that can be done to bring 
prospects into the store. 

One of these is price cutting, but 
a continuation of this practice 
often has fatal consequences. Even 
rare price cutting is dangerous for 
several reasons. First, it is obvious 
that you are giving away your 
profit and cannot afford to do this 
for very long. Another reason is 
that if you advertise cut prices for 
only a limited time it will be weeks 
after the special price has expired 
before the buying public will be 
willing to pay you the full price 
for your merchandise. 

The customers who bought from 
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you just prior to your price cut will 
feel that they have been “taken.” 
In some cases, they will demand a 
rebate and you must either give it 
to them or lose a customer. 

If you cut prices to individuals, 
you may be sure they will tell their 
friends and these friends won't 
buy from you unless you give them 
the same price. This practice can 
very easily snowball to the point 
that you will be known as a cut- 
price dealer, and it. will be most 
difficult for you to sell anybody at 
the list price, and thereby make 
your ful] profit. 

Several weeks ago a Jackson- 
ville automobile dealer advertised 
that he would sell cars on time 
payments without any interest or 
carrying charges for a _ limited 
time. I have been told that this 





automobile dealer is now having 
difficulty in selling his customers 
on paying interest on cars sold on 
time payment. 

If you have an advertising pro- 
gram, jt must be a planned pro- 
gram, not a sporadic one, if you 
are to get the full benefit from it. 
You must have a follow-up plan. If 
you have outside salesmen, give 
them a tear sheet copy of the ad- 
vertisement on the day it appears, 
then put them out on a canvass. 

What better conversation start- 
er could a salesman have when a 
housewife answers the door than 
to say: “I am with the Blank Ap- 
pliance Co.; did you see our adver- 
tisement in this morning’s paper?” 

There is a good chance that 
many of the prospects on which 
you have been calling saw your 
advertisement. If the 
ment is any good as a selling ad- 
vertisement, maybe Mrs. House- 


advertise- 


wife will be easier to sell now 
Have your salesman call on her. If 
you haven’t the manpower to see 
all of your prospects, use the tele- 
phone. 


Building store traftic 


We have found that the most ef- 
fective method of getting pros- 
pects into the store is by having a 
promotion or demonstration in the 

(Please turn to page 93) 











we 





“| heard the boss's wife deliver the ultimatum to 
make room in this organization for her brother!” 








News from Narda 





News for this department is furnished by the 


National Appliance-Radio-TV Dealers Association 





Cause of malpractices 
analyzed by retailer 


“CONSUMERS eager to favor ‘deals 
and discounts’ and by-pass the estab- 
lished retailers who offer service and 
stand back of their merchandise is a 
major cause of the extensive criticism 
leveled at these industries and the 
malpractices that bring on this criti- 
cism,” Mort Farr, president of the 
National Appliance & Radio-TV Deal- 
ers Association, told the Annual Con- 
ference of Better Business Bureaus 
of the United States and Canada at a 
recent meeting. 

“To let deceptive ads and people and 
firms guilty of malpractice set the 
evaluation, publicity, and corrective 
legislation for the appliance and tele- 
vision industries would be a terrible 
injustice,” he said. He pointed out 
that a comparatively small percentage 
of participants in the over-three-bi!- 
lion-dollar industry, operating in a 
few limited areas, was guilty of the 
practices criticized. “We must take 
the proper steps to bring about the 
correction, to protect the public and 
educate the public to protect itself.” 

Other causes of criticism leveled at 
the industries, for the retail level of 
which he spoke, he said were: 

(1) The soft, wartime economy that 
brought untrained dealers into the 
business too easily and made even ex- 
perienced salesmen lose their capacity 
to sell through 12 years of sales made 
without effort. 

“Price inducements seemed the easy 
way out. And, since price inducements 
don’t leave an adequate profit for a 
standard type of retail operation, they 
were made deceptive and tricky to 
fool the public into thinking it was 
getting a better deal than was really 
offered.” 

(2) Overproduction, brought about 
largely by inaccurate governmental 
agency predictions of impending short- 
ages and the struggle between pro- 
ducers for larger percentages of the 
market. 

(3) The very glamor of television 
that (a) caused early turnover to be 
so great that markets soon were near 
saturation, resulting in an abrupt 
drop-off of sales while manufacturers. 
distributors, and dealers held large 
inventories, (b) forced the output of 
as many as four lines a year by some 
manufacturers during the early, fast- 
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changing days of television, and (c) 
brought outside elements into the in- 
dustry to try types of promotions the 
established dealers considered un- 
ethical. 

“Similarly, in the sale of home 
freezers, the legitimate, properly-con- 
ducted and presented food plans were 
distorted and falsified in the copying 
by groups of promoters from outside 
the appliance field,” Mr. Farr said. 
“They based their sales on gross ex- 
aggerations and partial truths, in- 
juring all who sold food and freezers 
in combination.” 

He urged avoidance, as far as pos- 
sible, of legislation and licensing in 
correcting the troubles of the industry. 

Instead, he recommended self-polic- 
ing by “clear franchise agreements 
that protect distributors’ and manu- 
facturers’ volume as well as dealers’ 
territories,” stronger organization of 
the wholesome elements of the in- 
dustry to use all legal means available 
to correct malpractice, and such 
methods of learning market conditions 
as the Radio-Television Manufac- 
turers Association’s inventory studies 
to help manufacturers fit production 
to sales potentials. | 

Manufacturers’ withholding of co- 
operative advertising funds and the 
voluntary censure of ads by media are 
proving to be successful methods of 
helping guard against false advertis- 
ing claims, Mr. Farr said. He also 
complimented the Better Business 
Bureaus in many parts of the country 
on the work they had done in assist- 
ing -organized dealers to correct the 
troubles besetting legitimate dealers 
by unethical competition. 


One basic TV line 
per year is favored 


PLANS for a national campaign for 
one basic line of television receivers 
and appliances from each manu- 
facturer a year was outlined at the 
Mid-Year Meeting of the National 
Appliance and Radio-TV Dealers As- 
sociation by its president, Mort Farr. 
The meeting was held for both mem- 
bers and non-members during the fore- 
part of the second week of the Sum- 
mer Furniture Market. June 22-24 at 
the Hotel Sherman, Chicago. 

“Knowledge that today’s purchases 
will not be obsolete four to seven 


months from now will make it easier 
for dealers to buy quantities with con- 
fidence, plan long-range merchandis- 
ing programs, and will tend to create 
less diversified inventories,” Mr. Farr 
said. 


More range sales 
through cooperation 


AN ANALYsIS of dealer thinking 
concerning range sales during 1952 
shows the majority expecting the year 
to be better than 1951 as a result of 
greater sales effort to be expended 
this year, Mort Farr, president of the 
National Appliance and Radio-TV 
Dealers Association, told the Institute 
of Cooking and Heating Appliances at 
the Institute’s 30th annual convention. 

Ways he listed in which manufac- 
turers could help dealers build more 
volume are: (1) More planned, local 
advertising, (2) pricing at least one 
model in each line so as to help the 
dealer attract trade-ins, (3) either 
stronger sell-up features that look the 
difference in price or else lower prices, 
(4) special promotional models in gas 
ranges for spring and fall, (5) in- 
stallation assistance on electric ranges, 
from manufacturers shipping them 
with pigtails to cooperative arrange- 
ments, (6) greater care and better 
supervision in franchising, (7) new 
store demonstration helps, particularly 
cooking schools, (8) better stoves with 
more radical style changes to stimu- 
late replacements. 

The dealers voted the Old Stove 
Round-Up as the most successful 
range promotion of recent years and 
cooking schools second. Others for 
which success was reported included 
Range of the Stars, a free installation 
to the present meter box on electric 
ranges, a free turkey with each range 
for Thanksgiving and Christmas with 
promise of delivery and installation in 
time to cook the holiday meal, and 
sealed heat oven demonstrations in- 
cluding a ham bake on the sidewalk 
demonstrating stored heat. 

Range features which helped sales 
most, Mr. Farr reported, were ease 
of cleaning, beauty, ease of operation, 
chrome ovens, oven ignition, auto- 
matic pilots, faster heating elements, 
color, raisable units, deepwell units, 
safety, clean cooking, divided top, and 
pushbuttons. One dealer said he was 
helped most by “those exclusive fea- 
tures that can’t be matched in every 
other line.” 

Asked what changes they wished in 
future lines by Mr. Farr, the respond- 
ents listed: built-in radio, 30-inch to 
36-inch complete four-burner stoves, 
better porcelain, electric lighting, 
deepwell on more gas ranges, exten- 
sion of the individual pilot lamp for 
each unit to the lower priced lines, and 
more dramatic styling to emphasize 
the sales features. 


(Please turn to page 93) 
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News Roundup 





Timely items relating to dealers, light and 


power company sales departments, electrical 


wholesalers, manufacturers and their agents. 


Nashville show 
attracts thousands 


AN ESTIMATED 118,000 persons 
attended the 1952 Electric Show 
and “Open House” recently held by 
Nashville Electric Service, Nash- 
ville, Tenn. This show which was 
held daily, for one week, gave the 
public and dealers in the industry 
an excellent opportunity to view 
the new building and to become 
acquainted with all of the electrical 
appliances on display. Door prizes, 
and entertainment, featured by a 
group of Grand Old Opry stars, 
were added attractions. 

Crowds thronged the new $2,- 
000,000 Electric Center of the com- 
pany, where there were fifty-three 
exhibitor booths, which displayed 
all the newest of electrical appli- 
ances, electric house heating equip- 
ment, etc. This electric exhibition 
was held in the spacious basement 
drive-through garage of the Elec- 
tric Center. 

Attendance incentives for the 
show were thirty-four major elec- 
trical appliance prizes, valued at 
over $8,200. According to reports 
from participating exhibitors, there 
were more actual sales and more 
prospects obtained than at any 
other previous show. 


TY servicemen plan 
state organization 


ABOUT 75 independent TV ser- 
vice operators from St. Louis, the 
adjacent Illinois area, and Kansas 
City, met recently under the spon- 
sorship of the Association of Tele- 
vision Service Companies of Great- 
er St. Louis, Inc., for the purpose 
of establishing a state-wide TV in- 
dependent service association. 
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At this meeting, the first such 
gathering held by the group, it was 
made known that it was _ tenta- 
tively agreed to form such a group, 
subject to the ratification of the 
local associations in St. Louis and 
in Kansas City. 

Tentative name for the new as- 
sociation is the Missouri Alliance 
Television Association. If member- 
ship in the new organization is 
ratified by the St. Louis and Kan- 
sas City local TV 
plans will be made to meet at a 
half-way point between the two 
cities, possibly Columbia, Mo., to 
establish a constitution, elect offi- 
cers and carry out other actions 
to create a strong State-wide group 
to tie in with the national associa- 
tion. 


associations, 


With the formation of a state 
association, the independent TV 
servicemen’s operations will be in 
a better position to deal with “cut- 
rate service rackets, prevention of 
derogatory newspaper and maga- 
zine articles, and a general im- 
provement in consumer-TV_inde- 
pendent servicemen’s relations.” 


Southerners take all 
in Thor contest 


THE WINNERS in the Thor Cor- 
poration’s “Springtime in Paris’”’ 
distributor sales managers’ contest 
are A. G. Riddick, of C. T. Patter- 
son Co., Inc., New Orleans, La.; 
C. R. Rew, Jr., of Alabama Appli- 
ance Co., Birmingham, Ala.; Sid- 
ney Saul, of State Distributing Co., 
Jacksonville, Fla.; and O. O. Phil- 
lips, of Home Appliance Distribu- 
tors, Little Rock, Ark. 

The contest, held in conjunction 
with Thor’s “Weekender Kit” pro- 
motion just concluded, was ex- 
plained by M. R. Wilson, Thor sales 
manager, as follows: 

“All Thor distributors were 
grouped into three special contest 
divisions, with each group’s mem- 
bership being drawn up on the 
basis of size and potential. Each 
of the winners hit the highest per- 
centage of sales quota in their re- 


Winning Thor distributor sales manager and their wives are pictured leaving 

for an all-expense air trip to Paris. Boarding TWA’s luxury Constellation 

are, left to right, Mrs. C. R. Rew, Jr.; Sidney Saul, of State Distributing Co.. 

Jacksonville, Fla.; Mrs. Saul; and C. R. Rew, Jr., of Alabama Appliance Co., 
Birmingham, Ala. 
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spective contest divisions. 

“In fact,” he added, “the contest 
stimulated such incentive that C. T. 
Patterson Co., of New Orleans, 
and Alabama Appliance Co., of 
Birmingham, ended in a dead heat 
in their division—hence, four all- 
expense air trips to Paris instead 


” 


of only three! 


Birmingham distributor 
occupies new building 


ONE of the South’s fastest-grow- 
ing appliance distributors, Gulf 
States Distributing Co., of Bir- 
mingham, has just completed a new 


chapter in its impressive “success 


story” by moving into the third 
new headquarters building it has 
occupied since its founding 12 
years ago. 

A steady expansion in business, 
and a great increase in the size of 
the sales and service staff, made the 
moves to larger headquarters nec- 
essary, according to Seymour Kron- 
enberg, president, who founded the 
firm in 1940. 

Formal opening of Gulf States’ 
new warehouse and office at 700 
North Second Ave., a fully air- 
conditioned one-story brick build- 
ing containing 15,500 square feet 
of floor space, attracted several 
hundred retail appliance dealers 
from throughout Alabama and 
western Florida. 

Taking part in the ceremonies 
were officials of The Murray Cor- 
portion of America’s Home Appli- 
ance Division, Scranton, Penna., 
and representatives of other appli- 
ance lines handled by the company. 

Regarded by Murray as a top 
leader in successful appliance dis- 
tribution methods, Gulf States is 
currently handling one of the larg- 
est volumes of business of any 
southern distributor in the field, 
Murray executives reported. In ad- 
dition to the full line of Murray 
matched steel kitchens and gas and 
electric ranges, the firm distributes 
Decca records, Duchess washers 
and Majestic radio and television 
sets, in Alabama and the western 
counties of Florida. 

During Murray’s recent nation- 
wide sales contest, open to all dis- 
tributors handling Murray prod- 
ucts, every Gulf States salesman 
qualified for a cash award based on 


Formal opening of the handsome new headquarters for Gulf States Distribut- 
ing Co., of Birmingham, Ala., was marked by opening ceremonies that at- 
tracted several hundred dealers from throughout Alabama. The well-lighted 
showroom in the new building, a modern one-story brick structure, fully air- 
conditioned and illuminated with fluorescent lighting, is shown here. Below 
is Seymour Kronenberg (center), president and founder of the company. 
With him at left is T. L. Craig, regional sales manager, and at right, Paul 
R. Copeland, sales promotion manager, both of the Home Appliance Divi- 
sion, Murray Corp. of America. 


securing special quotas of new deal- Ala., at a dinner sponsored by the 
ers for the appliance line. Anniston Chamber of Commerce on 
the occasion of the dedication of 
General Electric’s new $6,000,000 


GE dedicates new 
electronic tube’ plant. 


southern plants In addition to the Anniston plant, 


CONSTRUCTION of new General a new automatic blanket plant in 
Electric manufacturing plants in Asheboro, N. C., with output of 
Alabama, Georgia, and North Caro- 1,000,000 units per year, was dedi- 
lina will make the southeast a cated earlier this month, and plans 
“major center” of General Electric have been announced for construc- 
operations, according to Ralph J. tion of a new transformer plant in 
Cordiner, company president. Rome, Ga. 

Mr. Cordiner spoke in Anniston, Mr. Cordiner said that “with the 
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addition of these plants, the south- 
east will become a major center of 
General Electric operations, with 
more than 13,500 employees and an 
annual payroll of more than $50,- 
000,000.” 

Plans for Appliance Park, GE 
major appliance center under con- 
struction at Louisville, Ky., “will 
almost double those figures,” Mr. 
Cordiner stated. 

General Electric has plants also 
in Memphis, Tenn., Goldsboro, 
N. C., Lexington, Ky., and Owens- 
boro, Ky., a Naval testing opera- 
tion at Key West, Fla., and 158 
offices and distribution centers in 
ten southeastern states. 

Mr. Cordiner pointed out that 
the company first studied the 
southeast as a potential industrial 
center in 1937, and that the GE 
board of directors studied the in- 
dustrial and business life of the 
region at a special meeting in At- 
lanta, Ga., two years ago. 


Triple winner in 
Neseo stove contest 


the $10,000 
sponsored by 
were announced by 
John G. Unverszagt, district .sales 
representative. This contest was 
part of the over-all expanding pro- 
motional campaign aimed at in- 
creasing sales in all lines, as well 


THE WINNERS in 
contest recently 


Nesco, Inc., 


as stoves and heaters. 

Walter P. Ladieu, New Orleans 
promotional manager of Woodward 
Wright and Co., was a triple win- 
ner as a result of his sales efforts 
in stoves and heaters during the 
four-month period. His 
grand prize was a 1952 Chevrolet. 

Other grand prize winners who 
won Nesco roasters were: Bill 
Shell, Florida Hardware Co., Jack- 
sonville, Fla.; Thomas Carney, 
Wilmington Jobbing and Distrib- 
uting Co., Wilmington, Del.; H. C. 
Caldwell, Long-Lewis Hardware 
Co., Birmingham, Ala.; and E. H. 
Waters, Allison-Erwin Co., Char- 
lotte, N. C. 

Carney won a 17-inch TV set 
for being the first round winner 
for the contest; Caldwell won a 
home freezer for placing second. 
Ladieu’s runner-up in the second 
round was Bill Shell who received 
a home freezer also. 


contest 
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Beaming approval as Duchess-Emerson negotiations are completed are, left 

to right: Jules Resnick, sales manager of Emerson Radio of Washington, 

D. C.; Dave Wallace, Washington district manager of Duchess Appliance 

Mfg. Co.; Herman Goodman, Emerson-Washington president (seated), and 
Jules Alexandre, Duchess sales manager. 


New distributor to 
represent Duchess 

ONE OF THE best known whole- 
sale distributors of major appli- 
ances in the Washington and Bal- 
timore areas, Emerson Radio of 
Washington, will represent Duch- 
ess home laundry equipment and 
dehumidifiers, according to Jules 
Alexandre, sales manager of Duch- 
ess Appliance Mfg. Co., Alliance, 
Ohio. 

Herman Goodman is president, 
and Jules Resnick, sales manager, 
of the company who are exclusive 
wholesale distributors also for Em- 
Webster -Chicago, Servel, 
and Harder freezers. The firm has 
five salesmen in the capital terri- 


erson, 


tory and in part of Maryland and 
Virginia. 

The Duchess line includes con- 
washers, semi-automat- 
ics, portable dehumidifiers, and a 


ventional 


new automatic clothes dryer un- 
veiled at the Furniture 
Mart. A Duchess automatic washer 
will be marketed later, Mr. Alex- 
andre reports. 


recent 


+ 


E. M. Peters, vice-president in 
charge of sales for Quiet Heet Mfg. 
Corp., Newark, N. J., has an- 
nounced the appointment of several 
additional distributors for the 


Quiet Kool line of room air con- 
ditioners. 

Among those recently appointed 
are Marlin Associates, 3946 No. 
Central Expressway, Dallas, Texas; 
Huey & Philip Hardware Co:, 1900 
Griffin St., Dallas, Texas; and 
Adair Appliance & Supply Co., 664 
Union Ave., Memphis, Tenn. 


* * os 


Kenrow, Inc., 451 Bishop St., 
N. W., Atlanta, Ga., has been ap- 
pointed exclusive Deepfreeze dis- 
tributor for the state of Georgia, 
according to an announcement by 
Ben G. Sanderson, general sales 
manager for Deepfreeze 

Under Vance C. Woodcox, presi 
dent, and W. Franklin Manus, gen- 
eral sales manager, Kentrow plans 
an intensive promotion and mer- 
chandising campaign on Deepfreeze 
home freezers and 
The distributing 
formed three years ago, has ten 


refrigerators 
organization, 
salesmen in the field. Among the 
other lines distributed are Perma- 
glas water heaters, Iron-Rite irons, 
and Motorola radio and TV. 


* 


Dallas, 


has been appointed whole- 


The Porter Burgess Co., 
Texas, 
sale distributor for Thor washing 
machines in the Dallas area. Porter 
3urgess, co-owner of the firm, has 
operated in Dallas since 1916. 
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Ylames aud aces 





In a realignment of his headquar- 
ters staff, John F. McDaniel, recently 
appointed marketing manager, Hot- 
point, Ine., announced a number of 
internal shifts to strengthen planned 
selling activities. 

Howard J. Scaife, San Francisco 
district manager, is being named sales 
manager, with headquarters at Chi- 
cago. Scaife has been with the com- 
pany for 21 years and has had ex- 
tensive managerial experience in all 
phases of sales administration, both 
in the field and at the factory. 


John F. MeDaniel 


Eugene E. McEwan, who for the last 
year has held an administrative post 
in the company’s defense business, 
becomes manager of marketing plan- 
ning. The newly created position in- 
cludes market research, factory and 
field inventory planning, product 
scheduling, distributor and dealer or- 
ganization analysis, and long range 
marketing planning. McEwan joined 
Hotpoint following World War II, 
with a background in the appliance 
industry extending back to 1926. 

James M. McKinnie, formerly as- 


Euagene E. McEwan 








CARL W. EVANS, Editor 


FRANK P. BELL 
Business Manager 


Joun CC. Coon, 333 3 
Gerarp TEASDALE, 78 Manhattan Ave 
w Y 


SOUTHERN AUTOMOTIVE JOURNAL 
SovuTHeRN Power & INpUstTRy 





JULY, 1952 


BARON CREAGER, Southwestern Editor 
1305 National City Bldg., Dallas, Tex. 


T. W. MeALLISTER, Vice-Pres., Editorial Director 


RUFUS 6. 
Asst. Business Manager 


Business Representatives 


L. B. CHarrett, 6599 Wilshire Bilvd., Los Angeles 48, Calif Tel. Webster 3-9241 
7 1 3-4131 


Michigan Ave., Chicago 1 


( Rvutiann, Post Office Box 
W. G. Suepnan, 2516 Gasser Bivd Rocky 
dison 10856 


102, tastonia, N. ¢ Tel. 7995 


Published Monthly by 
W. R. C. SMITH PUBLISHING COMPANY 
Editorial and Business Offices 
806 Peachtree Street, N. E., Atlanta 5, Georgia 


Publishers Also of 


TEXTILE INDUSTRIES 





MARGARET G. JONES, Assistant Editor 


PRICE J. A. MOODY 


Production Manager 


fel. Central 6-413 
York 25, N. ¥ Tel. University 4-2087 


River Station, Cleveland 16, Ohio rel 


SOUTHERN BUILDING SUPPLIES 


SoutTHBRN HARDWARE 








sistant to the sales manager, has been 
named assistant sales manager. Wil- 
liam C. Bartels, sales promotion man- 
ager, becomes assistant to William E. 
Macke, merchandising manager. Lee 
DiAngelo, assistant sales promotion 
manager, becomes sales promotion 
manager. Tim H. David, project co- 
ordinator in the defense business, has 
been named manager of product plan- 
ing. He replaces John F. Carroll, who 
will take over responsibility for sched- 
uling and planning refrigerator model 
introductions. 
ae 


W. C. Conley, Jr., vice-president, 
Crosley Distributing Corporation 
Branches, has announced the appoint- 
ment of J. D. Crawford to be manager 
of the Atlanta branch. Mr. Crawford, 
a native of Memphis, Tenn., was for- 
merly manager of the Portland, Ore., 
branch office. 

Mr. Crawford succeeds Thoben F. 
Elrod, who has been promoted to 
Western sales manager of appliances 
for Crosley Division, AVCO Manu- 


J. D. Crawford 


facturing Corp. This promotion was 
announced by F. F. Duggan, appliance 
general sales manager for the Crosley 
Division, of AVCO. Mr. Elrod, a na- 


Thoben Elrod 


tive of Atlanta, Ga., opened the Cros- 
ley distributing branch in Atlanta, in 
December, 1950; prior to that he was 
freezer product manager for Crosley 
Division, AVCO. 
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“Uskon™ heated floor mat 


A RUBBER MAT with a built-in radi- 
ant heating unit has been developed 
by the mechanical goods division, 
United States Rubber Company, 
Rockefeller Center, New York, N. Y. 

The new mat has been tested suc- 
cessfully in theatres, hotels, ware- 
houses, police booths, toll booths, and 
in unheated or refrigerated areas of 
industrial plants to provide greate 
comfort for employees who encounter 
cold working conditions on the job. 


On the surface, the heater looks like 
a high grade, rubber floor mat. Its 
center, however, contains a layer of 
electrically conductive rubber which 
constitutes the heating element. It 
operates on 110-volt current which 
can be supplied from any lamp socket 
or baseboard outlet. 

Normal operating temperature for 
the heater is about 35 degrees above 
the surrounding temperature. This 
temperature is warm enough to give 
adequate comfort but not hot enough 
to feel uncomfortable under foot. 

The rubber used in the mat is espe- 
cially constructed for toughness. The 
heaters are being marketed under the 
trade name “Uskon.” These mats are 
manufactured in the company’s Pas- 
saic, N. J., plant. 

« 
Viking’s new attic fan 

A NEW 36-inch horizontal-discharge 
attic fan is now available from the 
Viking Air Conditioning Corp., 5601 
Walworth Ave., Cleveland, Ohio. Its 
new engineering features have cut 
installation costs in half by permit- 
ting it to be installed in less time by 
only one man, the manufacturer 
claims. 

Instead of a completely assembled 
package-type fan, the Viking comes 
in several basic components: the ven- 
turi cone is in two easy-to-handle sec- 
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tions; the blade and power assembly 
is a unit from which the motor may 
be quickly detached and replaced to 
facilitate carrying it into the attic 
The inlet cone nails directly over 
the hole-framing, eliminating felt 
seals, canvas boots and complicated 
framing. While these items are found 
on the conventional fan, they are un- 
necessary on the Viking. The motor- 
and-blade unit is floated on four heavy 
ribber cushions which completely iso 
late any vibration away from the rest 
of the fan and the house construction. 
By breaking the fan into these com- 
ponents, Viking makes a fan which 
can be shipped in a carton requiring 


half the conventional bulk. This care- 
ful paring of dimensions also means 
that the fan can be installed handily 
in tight quarters, practically under 
the eaves. It rises only 15's inches 
above the attic floor which makes the 
Viking ideal for the low-roofed ranch- 
type house. 

Its four 36-inch blades, operating 
at 350 rpm, provide enough air de- 
livery for a complete change of ai! 
every one or two minutes in homes 
from 9000 to 18,000 cubic feet in vol- 
ume. The specially-made ball-bearing 
motor is resilient-mounted and never 
requires lubrication; it is made by the 
Packard Electric Division of General 
Motors. Attractive spring-tension, 
aluminum shutters, and a Minne- 
apolis-Honeywell timer are supplied 
by Viking for use with this fan. 

a 
Reom air conditioner 

SHIPMENTs to distributors and 
dealers of the new Crosley year-round 
air conditioner with tested economy of 
operation and installation, are now 
being made by the Crosley Division, 
Aveo Manufacturing Corp., 1329 
Arlington St., Cincinnati 25, Ohio. 

Features of the Crosley room air 
conditioner assure its year-round use 
in homes and offices. In addition to 
cooling and dehumidifying rooms in 
the heat of summer, the unit is adapted 
to exhaust stale, smoky air during the 
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fall, winter, and spring months and 
improve ventilation and circulation in 
all seasons. 

The Crosley room air conditioner 
has been designed for unusually easy 
installation. A kit accompanying each 
unit contains a “track” which is easily 
fastened to the window sill, and the 
entire unit is slipped onto the track 
and bolted. No alteration on the win- 
dow is necessary. The kit also in- 
cludes material for sealing windows 
which are larger than the air con- 
ditioner. 

Crosley’s room air conditioner will 
be available in three sizes, one-third 
horsepower, one-half horsepower and 


three-quarter horsepower. These air 
conditioners have a three-way adjust- 
able outlet grille, making it possible 
to direct the flow of the air to any 
part of the room. It is engineered 
for noiseless operation and has sim- 
plified, clearly marked controls. The 
fan operates either at full speed or 
half speed on the % horsepower 
model. 

The one-third horsepower unit is 
134% inches high, 23 1/10 inches wide 
and 27 inches deep. It extracts 1 3/10 
pints of moisture an hour from the 
room’s atmosphere and circulates 470 
cubic feet of air per minute. The 
half-horsepower room air conditioner 
is 133/16 by 27 by 27 inches and has 


/ an extraction capacity of 1% pints 


and a circulation capacity of 560 
cubic feet of air per minute. The 
three-quarter horsepower unit is 
153/16 by 27 by 27 inches, and re- 
moves 2% pints of moisture and cir- 
culates 700 cubic feet of air per 
minute. 


Deluxe model range 


A DELUXE model in a medium-size 
electric range is now being made 
available to the trade by Perfection 
Stove Co., of Cleveland, Ohio. 

This 36-inch range, called the Model 
L302, has all of the styling and plus 
features found in 40-inch ranges, but 
has been designed with space limita- 
tions in mind. 

A divided-top range with generous 
serving area in the center, the Model 
L302 has four fast-heating Chroma- 
lox surface units which offer a wide 
selection of cooking speeds. Surface 
units have capacities from 1250 to 
2100-watts, with one a six-inch, 1600- 
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watt “High-Power” unit. There’s a 
multi-use deep-well cooker with an 
auto-lift heat unit for extra surface 
cooking. 

The banquet-size oven is fully-auto- 
matic, and the smokeless broiler has 
been placed at a height found most 
convenient for homemarkers. The 
oven is lined with a satin-black porce- 
lain finish, and provided with non-tilt 
oven racks equipped with safety stops. 

Front, sides and top, the Model L302 
is finished in shining white titanium 
porcelain enamel. Built into the 
streamlined control-panel housing is 
an attractive cooking-top lamp, whose 
glare-free Foto-lite glass diffuses the 
light. evenly across the cooking top of 
the range. 

= 


Merchandising booklet 


REPRINTS on Radion’s new merchan- 
dising booklet, “How to Profit with 
Radion” is now available. The booklet 
tells dealers how to get the most out 
of their indoor antenna business all 
seasons of the year. Write to the 
Radion Corp., 1130 West Wisconsin 
Ave., Chicago 14, Ill, to obtain a 
copy of this booklet. 


* 
Short wave radio cleck 


THE HALLICRAFTERS Co., 4401 West 
Fifth Ave., Chicago 24, IIll., has an- 
nounced production of a new short 
wave or standard broadcast clock 
radio. This new model, 5R50, offers a 
convenient appliance time switch on 
the front of the set and a “wake up” 
switch with a choice of soft tone or 
buzzer alarm in the Deluxe Telechron 
movement. 

United States Standard Broadcast 
band covers 535-1620 ke. The short- 
wave band covers 5.7 to 18.5 Mes. All 


popular foreign stations are marked 
on the dial also. The new clock radio 
has five tubes including the rectifier, 
and operates on 117 volts, either a-c 
or d-c. Its size is 12 inches by 7% 
inches by 7 inches deep, and, it is 
offered in a choice of colors. 


ae 
UHF TV converter 


CONVERTERS for the 70 newly-au- 
thorized ultra high frequency tele- 
vision channels are being shipped 
daily by Stromberg-Carlson to its dis- 
tributors and dealers throughout the 
United States the manufacturer re- 
ports. 

The converter is contained in an 
attractive green leatherette gold em- 
bossed case, eight inches wide, four 
inches high, and six inches deep, 
weighing approximately five pounds. 
It is connected between the antenna 
lead-in and the television receiver. 
Power for the television receiver is 
taken off a special socket in the rear 
of the converter chassis which in turn 
is plugged directly into the a-ce line. 


The unit was designed for easy in- 
stallation by the user, with no need 
for a trained service man. The turn 
of a single switch instantly selects 
either UHF or VHF reception, also 
automatically connecting the corre- 
spondingly correct UHF or VHF 
antenna. 


New conventional washer 


INCREASED CAPACITY and a full-skirt 
for stability and modern appearance 
at a competitive price are features of 
a new conventional washer introduced 
by the Norge Division of the Borg- 
Warner Corp., Detroit, Mich. 

The new model, designated CW-232, 
has a capacity of nine pounds of dry 
clothes, and the large porcelain enamel 
tub holds 19 gallons of water to the 
water line and 22 gallons to the top. 
Its new wringer has two-inch balloon 
rolls and a pressure selector which is 
easy to adjust for various fabrics. 
The eight position wringer is con 
trolled by a double safety interlock 
which prevents wringing while swing- 
ing or swinging while wringing. 

As on all conventional washers man- 
ufactured by Norge, a large three 
vane agitator produces triple washing 
action. Clothes are moved up, down, 
and around for a clean wash in the 
shortest possible washing time. 

A full skirt has been added to the 
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new model for stability and grace. 
Additional stability is provided by five 
widely spaced casters one of which is 
self-locking. These features and a 
lowered center of gravity combine to 
give the best possible balance. 


2 
Graduated size fans 


THE BaR-Brook Manufacturing Co., 
Inc., 6135 Linwood Ave., Shreveport, 
La., is now offering attic fans in six 
graduated sizes. These fans are built 
to be operated either vertically or hor- 
isontally, and will fit the needs of 
almost any residential, commercial, or 
industrial installation. 

Each fan is equipped with sealed 
ball bearings lubricated for life. Some 
of the other features offered in these 
Bar-Brook attic fans are a ventura- 
type orifice which affords maximum 
blade size and quiet, efficient opera- 
tion; heavy duty motors that have 
overload protection and are rubber 
cushion mounted; the exclusive Bar- 
Brook V-flat drive pulley which trebles 
V-belt life and eliminates belt noise; 
and square wooden frames which 
dampen vibration and simplify in- 
stallation. 

These new fans are offered in fan 
sizes from 30 inches to 54 inches with 
certified free air delivery capacities 
from 5,000 to 20,000 cfm. They are 
listed by Underwriters’ Laboratories. 


News from Narda 
(Continued from page 86) 

He quoted one dealer who stated, 
“Our big gripe today is the deplorable 
lack of real selling in the market 
places and the resultant ineffective, 
demoralizing schemes that are de- 
signed in the guise of selling to move 
merchandise that is clogging the mar- 
ket. For a real selling job, I believe 
that we must first know what the 
customer wants and then provide this 
at the price she can pay for it through 
good, well-trained retail organiza- 
tions—with an adequate market for 
every retailer and an adequate re- 
tailer for every market.” 

Mr. Farr stressed the importance 
of selling manufacturer and distribu- 
tor sales organizations as well as the 
dealers on the idea of being in love 
with their industry again. 

“Let’s be alive and alert to its vi- 
tality and the promise it offers,” he 
said. “There’s a good future in the 
appliance industry—our member deal- 
ers are convinced of that—so long as 
we are honest and sincere and ag- 
gressive in our approach to it.” 


Remarks on selling 
(Continued from page 85) 
store, using an inexpensive “give- 
away” as the gimmick to pull them 
in. But be sure to select an item 

which appeals to the housewife. 
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There are many inexpensive pro- 
motions which can be put on in 
your store which wil] bring in a 
surprisingly large number of wo- 
men. From these store demonstra- 
tions, you will not only get a 
wealth of prospects but a very sat- 
isfying number of immediate sales 

prospects and sales not only of 
the product which you are dem- 
onstrating but other merchandise 
which they may see in your store. 

We have recently put on store 
promotions in which an item cost- 
ing the dealer 25 cents has been 
most effectively used. Through 
newspaper advertising and direct 
mail, the customer is invited to 
visit the dealer’s store to see the 
demonstration and receive a gift. 
The gift is usually pictured and 
described in the advertisements. 


Proof of effectiveness 


As proof that this type of pro- 
motion is successful, we can cite 
that a dealer in Waycross, Ga., 
demonstrated his product to 201 
women in one day. A dealer in St. 


Augustine did even better with 354 
women visitors in one day, while a 
Miami dealer demonstrated to 741 
women in three days. A Jackson- 
ville dealer got 83 women to come 
to his store for one demonstration 

All of these demonstrations hav- 
ing been held in the dealer's stores, 
the women who came were exposed 
to other merchandise which these 
dealers sell. I suggest that you ask 
your distributer salesmen for a 
promotion plan that will 
bring potential buyers into your 
store. I believe that most dealers 
will agree that if they can get the 
prospect into the store for a dem- 


store 


onstration of the merchandise, the 
battle is half won. 


Texas dealers meet 
(Continued from page 83) 

“Present sets can be converted 
to UHF through the installation of 
a new tuning device,” he said, “and 
confident in selling 
manufactured merchan- 
can be changed over. 


you can be 
standard 
dise that 








Designed to fit any type building easily, so that time, 
effort and installation costs are cut down to a mini- 
mum. WIND-WAY sets on the floor of the attic or trim 
of the well hole, is NEVER fastened in any way, yet 
moves MORE AIR quietly with asbolutely NO NOISE 
or vibration. WIND-WAY sells “on sight” to people 
who recognize it as a simple, foolproof, superior fan. 


Write for descriptive 
bulletin No. 9150 


FAN AND VENTILATOR CO. 
531 St. Joseph St., New Orleans 12, Le. 














VOR Naw ee Perna 


But don’t get yourself over a barrel 
by saying it can be done for five 
dollars!” 

He estimated the changeover cost 
at nearer $50 and predicted that 
color receivers, when availabie, will 
cost twice as much as black and 
white. 

Harry Price, the Norfolk dealer 
and vice-president of NARDA, had 
the subject, “What are the responsi- 
bilities and obligations between 
dealers and distributors?” (Mr. 
Price’s complete address appears 
elsewhere in this issue. 
81.) 

He reported finding no dealer 
cry-babies in Texas, but that he 
constantly finds conflict 
manufacturers, distributors, and 
retailers, although not of a serious 
nature. 

“It is only through a clear under- 
standing of the total faults that 
there might be some improvement 
in relations,” he declared. “‘Many 
a distributor overlooks the real rea- 
son for his existence. Any one 
thing or crying need in this indus- 
try today is to give us better dealer 
contact men. It is a real opportun- 
ity for distributors to check their 
own housekeeping. A good distribu- 


See page 


between 


tor is interested in seeing a dealer 
make sales at the full retail price 
as much as he is interested in put- 
ting merchandise on the dealer’s 
floor.” 

Dealer's job no easy one 

Mr. Price said he supposed the 
industry would have to tolerate 
the fringe distributor “who sells 
through the back door.” He then 
turned to dealer responsibilities, 
saying that “the biggest factor in 
the failure of appliance dealers is 
thinking this is an easy way to 
make a living. 

“First of all, there is a real chal- 
lenge facing us. We have to find 
some way to move the production 
of the factories. We, as dealers, 
have to sustain a reasonable per- 
centage of that production. 

“There is a responsibility to the 
customer and a responsibility to 
maintain sales power, for without 
sales power you become a_shop- 
keeper. 

“My sales volume this year will 
be four million dollars, and I 
couldn’t do it any way in the world 
without that fine sales force. 
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“Distributors complain that deal- 
ers won't attend sales meetings. 
Well, don’t you complain unless you 
are holding up your end, and don’t 
blame the distributor.” 

He urged dealers to limit the 
number of lines handled in order to 
gain importance with distributors, 
stressed pushing of low saturation 
items, and said service by the dealer 
“with the best service man avail- 
’ is the 
only answer to the shopper pricing 
a $300 refrigerator and saying: 
“Why, Joe Doaks down the street 
will sell it to me for $250.” 


able or 17 men if necessary 


Dealers on their own 


“The day of the dealer being car- 
ried by others is over,” Mort Farr, 
president of NARDA, told the re- 
taiiers. “We're on our own whether 
we like it or not. We must fight 
our own battles against oppressive 
licensing and taxation, against un- 
healthy practices at every level of 
the distribution system, and par- 
ticularly against false and mislead- 
ing advertising at our own level.” 

He cited 
practices 


instances of 
among which 
were harming the reputation of the 
industry and told of the coopera- 
tion of Better Business 
the Federal Trade Commission, the 
trade press, and local district at- 
torneys in public 
about them and helping to correct 
them. 

“One thing you can do, and that 
is to get together like this and hash 
these things over,” said Mr. Farr. 
“The trouble is that half the deal- 
ers are worrying because the mar- 
ket will never be normal, and the 
other half are worrying because 
the market is normal. But we are 
in a normal market, and there is 
nothing we can do about it. Some- 
one said that if you build a better 
mouse trap the world will beat a 
vath to your door, but that is no 
longer true. You have to beat the 
path to the prospect’s door, for 
there are some guys out 


several 


retailers 


Sureaus, 


informing the 


selling 
some mighty lousy mouse traps.” 
Farr said dealers have a new re- 
sponsibility and illustrated it by 
holding up a recent full page adver- 
tisement in which GMAC urged 
customers to pay cash for automo- 
biles. He advised dealers to counsel 
with one another and with salesmen 


so the customers don’t “go all out” 
for time payments. Other Farr 
comments were: 

“Without a doubt, in the case of 
every successful dealer I have met 
from coast to coast, his success is 
in proportion to the type of his ser- 
vice. 

“Cleanliness of the market is in 
proportion to the strength of a 
dealer organization. 

“We need distributor salesmen 
who can teach us to move merchan- 
dise off the floor instead of moving 
it on the floor. I know of no dis- 
tributor salesman who could qualify 
as a retail salesman for Harry 
Price.” 

Emphasizing the importance of 
a strong dealer organization at the 
national level, Farr related that 
“when I appear before a committee 
meeting in Washington and say I 
represent 100,000 retailers who em- 
ploy several hundred thousand peo- 
ple, it carries some weight.” 

The program concluded after the 
appearance of A. W. 
NARDA managing director, who 


3ernsohn, 


related in some detail the accom- 
plishments and program of the as- 
sociation. 


Dealer responsibilities 
(Continued from page 81) 


distributors, as there are many sub- 
standard dealers. The very nature 
of our free enterprise system as- 
sures anyone an opportunity to 
try his hand whether adequately 
financed or properly trained, and 
this is as it should be. As it gets 
tougher to sell, the weak will falter, 
and the survivors will create a 
standard in keeping with the new 
possibilities in this business. 

What may we expect from poor 
or fringe distributors as long as 
he is with us? A good brand line 
distributor has no excuse for be- 
ing anything but a good distribu- 
tor, however we find a fringe dis- 
tributor whose lines do not have 
the potential that a leading brand 
does. They don’t have the possible 
dealer exposure he needs, so in des- 
peration, he has to move his mer- 
chandise. His manufacturer is cry- 
ing for business and something has 
to give. He sells to anyone who will 
buy at the best possible return to 
himself. You can get rid of him 


fastest by refusing to deal with 
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him. In a normal market he will 

have a hard time existing beside 

well-trained retail sales crews. 
Created sales 

Price competition disappears, no 
matter from what source it stems, 
when you go to the prospects or 
customers and create the desire to 
own the products you sell instead 
of waiting for them to make up 
their minds to buy and risk their 
exposure to the thought of a cut- 
price deal. 

Now, we shall discuss the respon- 
sibilities and obligation of the 
dealer. First they say if you sur- 
vive the first seven years, you have 
a good chance mathematically of 
staying with us. The one biggest 
factor in dealer failure is thinking 
this is an easy way to make a 
living! 

This retail industry of ours in 
the last six years has possibly pro- 
duced the greatest return on in- 
vested capital of any retail busi- 
ness in the country. I have never 
seen the comparable figures, but 
the profit 
has been good. 


possibilities and yield 


The potential is unusual, but it 
takes a lot of hard work. That’s 
your first responsibility, and if you 
are not prepared to invest the time, 
get out now. The dealers first of all 
must bridge the gap between the 
productive capacity and the sales 
capacity of our industry. It is the 
challenge to our entire industry to 
sell the product it can produce. Cer- 
tainly the manufacturers and dis- 
tributors are interested, but they 
might arrive at that destination I 
spoke of without your help. They 
could prosper and you go broke! 


Responsibility to customer 

Actually your responsibilities 
multiply because, in addition to 
your obligations to your suppliers 
and to yourself, you have the re- 
sponsibility to the customer. Closely 
knitted into the intricate pattern 
of obligations is your sales power. 
Through it you move goods. 
Through it you assure proper in- 
struction in use of the product get- 
ting to your customer. Without it 
you become a shopkeeper. With or 
without assistance you must ac- 
quire, train, and direct a 
crew. 

Through your capacity to pro- 


sales 
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duce sales you build stature with 
your suppliers. They respect sales 
production as much as or more than 
financial worth. You must main- 
tain adequate service. It is not only 
your obligation but it is the prime 
factor in making future sales. It is 
the dealer’s responsibility to prop- 
erly display the products he repre- 
sents. He should keep that display 
clean and activated. 

He should respond to the distri- 
butors’ efforts in his behalf. Dis- 
tributors cry continually and right- 
fully that dealers will not attend 
sales or service clinics. Don’t com- 
plain unless you cooperate with 
your distributor. 


Build Markets 

The dealer is responsible for de- 
veloping new markets. It is nice to 
sit back and let the other guy do it. 
But if we don’t do it, the utilities 
will step in. Recently, in St. Louis 
the utility has gone back into re- 
tailing because the dealers were not 
building sufficient load with low 
saturation items. 

One way to develop your sales 
technique is to push one low satu- 
ration item on which your cus- 
tomers have shown no interest. De- 
velop your ability to survive on low 
demand appliances, and you will be 
in this business for a long time to 
come. We have sold off a lush part 
of our postwar market of the higher 
potential items. The dealer must 
meet this challenge and work hard 
to get ironers, freezers, dishwash- 
ers and dryers to the point of 20 
per cent saturation which will set 
the stage for primary public ac- 
ceptance. 

The dealer must equip himself 
to handle intelligently the trade-in 
problem. I can’t see how an appli- 
ance retailer can expect to make 
any money unless he is physically 
and mentally adjusted to trading. 
This is our one big ace in the hole 
in competition with chain stores of 
all types. New techniques are being 
developed to assist you in handling 
the trade-in problem. Get them 
from your distributor and manu- 
facturer. 


Rigger with fewer lines 


The dealer should minimize his 
lines so that he is more important 
to fewer suppliers. This develops 
responsibility on the distributor’s 


behalf. The dealer should keep with- 
in his means, not expand more than 
his capital will stand, not do any 
more business than his resources 
justify and keep his relationship 
with finance and banks kealthy. 
And last, the dealer should plan in- 
telligently. I find very few dealers 
who know where they are going. 
Do you understand just what is 
your working capital? If you know 
that, you will know whether to try 
expansion or not when your inven- 
tory has revealed a given figure. 

Don’t blame your distributor for 
trying to sell you. If you know your 
true position, he will accept a turn 
down based on a factual explana- 
tion. How much business do you 
expect to do in June? What is your 
advertising budget for June? Do 
you know your break-even point? 
How much have you got tied up in 
trade-ins? 

The answer to these questions 
are your responsibility. If you don’t 
know them, get the answers. Then, 
and only then, can you know where 
you are going. And with the an- 
swers will come a clear understand- 








FASTEST 


ELECTRIC CLEANING 
ACTION EVER BUILT! 


CLeclio- Sweepa 
with Magic ry Broom ACTION 


Brand new electric cleaning 
principle sweeps 3,500 
strokes per minute! Faster, 
easier cleaning at new, low 
cost! 


A PRECISION CLEANER 


Picks up hair, lint, tiny par- 
ticles better than finest vac- 
uums. New wheel-less “Float- 
ing” Action reaches every- 
where. Jiffy controls. 





ONLY 


Built For Mass Market Sales 


Only Electro-Sweep is priced right for every 
home! Budget-minded homes can now offord 
electric cleaning. Class market homes wil! 
wont Electro-Sweep for fast, light pickup jobs 
DAVIS MFG. COMPANY, PLANO 1, ILL. 
Southeast Rep Southwest Rep 
H. K. Dewees Co “ Hule Co 
Walton Bidg. Thomas Bidg 
Atlanta, Go Dalias, Tex 








ing of where the responsibilities 
between you and your supplier 
divides. 


How much will it cool? 
(Continued from page 80) 
buy a complete refrigeration mech- 
anism: evaporator assembly, ice 
cube trays, connecting tubing, com- 
pressor assembly, etc., telling the 
dealer that he wanted it for a box 
he had at home. In addition, he ex- 
pected the dealer to give one year’s 
think the 
dealer would or should make such 
a sale, without knowing anything 
whatsoever about the box the 

mechanism was intended to cool? 
“Yet it is common for a buyer to 
walk into a dealer’s showroom and 
buy a 1% horsepower room air con- 
ditioner without any question 
whatsoever being raised as to the 
size and character of the room the 
unit is expected to cool. Is it any 
wonder that some buyers have been 
dissatisfied? The room air condi- 
tioner is totally unlike any other 
major electrical appliance. It is 
useless unless it is used in the 
proper environment. Unless the 
room to be cooled and the unit to 
cool it are ‘matched,’ the results 
will not be good. The room air con- 
ditioner is nothing more than a 
mechanism for pumping heat out of 
the room. Unless the unit does this, 
it cannot possibly give satisfaction. 


free service. Do you 


Use simple calculator 


“Has any progress been made 
toward giving the prospective 
buyer a quick and satisfactory an- 
swer when he asks, ‘How large a 
room will the room air conditioner 
cool?’ Yes, most manufacturers of 
room air conditioners belong to the 
Air Conditioning and Refriger- 
ating Machinery Association. 
ACRMA has developed a simplified 
estimating form now used by most 
room air conditioner manufactur- 
ers. With a very few hours of 
training, the non-technical sales- 
man can use this with accuracy. In 
fact, in a matter of ten or fifteen 
minutes after he has surveyed a 
room, he can tell the prospect ex- 
actly what size room air condi- 
tioner is needed for the particular 
space to be cooled. 
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“The problem has been to get the 
salesman properly trained in the 
first place and then to have him use 
the ten or fifteen minutes necessary 
in order to give the prospect a cor- 
rect answer. To further speed and 
simplify the process, a number of 
manufacturers have gone a step 
further and have prepared detailed 
tables covering rooms of a great 
many sizes, all types of construc- 
tion and exposure. 

“In fact, these tables take into 
account all of the eight variable 
factors I mentioned, at least to a 
degree sufficient to assure proper 
results. I should say that with not 
over an hour of training, the aver- 
age non-technical salesman could 
use material of this kind and make 
a satisfactory selection of a room 
air conditioner in not over two or 
three minutes, including the time 
needed to measure the size of the 
room. 

“But the industry has not been 
satisfied with this—it has gone 
even further in speeding the selec- 
tion process. Quite a number of 
manufacturers have developed 
pocket calculators. These calcula- 
tors are so simple that any sales- 
man can use them with accuracy 
after a few minutes of explanation. 
In a matter of seconds the salesman 
can come up with the necessary an- 
swer to the prospective buyer’s 
question, ‘Will this unit properly 
cool my room?’ 

“The room air conditioner repre- 
sents a tremendous amount of busi- 
ness now and ever increasing vol- 
ume in the future. Merchandisers 
of our industry’s products have the 
assurance of the room air condi- 
tioner industry that the search for 
an even quicker, simpler applica- 
tion method for our single room air 
conditioners will be continued. As 
individual companies and _ collec- 
tively through the ACRMA, our in- 
dustry will keep that promise!” 


Way to win friends 
(Continued from page 79) 


ship in the university. And twice 
I took the Dale Carnegie course. 
“But it doesn’t do any good to 
take courses unless you work at re- 
membering names. I could invent 
a system of my own that would 
be just as good. It isn’t the sys- 


tem that counts. It’s concentration 
on the objective. It’s how much 
you want to be able to remember 
names and whether or not you see 
the importance of remembering 
names in connection with selling. 

“And I find it easier to remember 
odd names than simple names. Ko- 
blitzler, for example, would be an 
easy one. But Brown,” he grinned, 
“is a tough one, like Smith or 
Jones. But I could do better if I 
had more time to work at it. As it 
is, I have a family, with church, 
Boy Scout, and Lions club work 
making demands on my time.” 

It was with a slight betrayal of 
envy that Brown identified his most 
competitor for volume 
as a doesn’t run 
around, and consequently has much 
more time for concentration on the 
problem of selling more suits. 
There are at least 10 salesmen in> 
that department and it’s either 
Brown or the widower who tops 
them all every month. 

Now, at this point it must be ad- 
mitted that, by the very routine of 
the sale, a clothing salesman gets 
the name of every customer. But 
other salesmen in that department 
also get names. 

And at this point, too, it would be 
appropriate for the average sales- 
man, regardless of line, to turn 
the page and pass on, excusing him- 
self from further exposure. He 
might exempt himself on the 
grounds that his line of selling 
offers no such opportunity to gather 
names. 

But that is exemption of a du- 
bious claim. It seems to me that 
almost any salesman can be in- 
ventive enough to accumulate 
names and use them on customers, 
if he wants to. 

Anyhow, Lloyd Brown built his 
list of 7,000 names from nothing. 
He has, of course, been a college- 
educated clothing salesman in one 
community, but not in the same 
store, for 25 years. But he wouldn’t 
have that list of 7,000 regular cus- 
tomers if he had not trained him- 
self to remember and use names. 

“There are a great many people 
on that list,” explains Lloyd, “who 
were sent to me by established cus- 
tomers. A man will come in and 
ask for me, introduce himself, and 
say, “‘Joe Harper sent me to see 


consistent 
widower, who 
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you. He tells me once you sell a 
man a suit cf clothes you never 
forget him.’ 

“Of course, I can’t remember 
everybody. As I said, I could doa 
lot better if I had more time to 
work at it.” And his eyes slanted 
off to where the widower was busy 
selling a suit. 

Lloyd’s trained memory has 
earned him some unusual custom- 
ers. One of them lives on Long 
Island, at least 2,000 miles from of a 


Lloyd's 


another, 


they 


tionally, 
stores. 


store. But the Long Island 
man waits until he gets to Lloyd’s 
store to buy all his clothes. 
who travels constantly 
on a seven-league-boot scale, buys 
all his suits from Brown. The last 
order came from Cairo, Egypt. 
Brown sells good clothes. 
are no better in quality or 
price, nor any better advertised na- 
than other suits in other 
Nevertheless, when I think 
suit of clothes, I 


Lloyd Brown. Calling me by name 
that day, when he’d only seen me 
once in my life and that more than 
a year before, made a lasting and 
indelible impression. 

But needn’t wait a year. 
Pick out a customer you've seen in 
your place several times. Find out 
the name, the ways and means be- 
ing left to your contrivance. Next 
time, call him by name and see what 
happens. 

It happened to me, and I know! 


And 


you 


But 


think of 





entilating 
pecialties 
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Tightest-Closing 
Automatic Shutter 
Because its louvers are weather- 
stripped on ‘the inner edge instead 
of on the outer edge, the “Elgo” 
is the tightest closing automatic 
shutter on the market. Yet the 
louvers open instantly when the 
fan is turned on. Sizes from 12” 

to 72”—also rectangular. 


“Echo” Automatic Ceiling Shutters 


Used for attic ventilation. Installed in attic floor at the base of a 
penthouse, the louvers being operated by the suction of the fan 


ELGO SHUTTER & MFG. CO. 


[eee wmiien 2738 W. WARREN DETROIT 8, MICH 




















in convenient lengths, on smart metal spools 
for fast and profitable “footage” business 
...well known to your trade as the choice of 
leading manufacturers...also U-L approved 
Cord Sets that put an end to CORDelirium. 


For exacting uses requiring special re- 
sistance to oll, heat and light, ovr SO 
and $JO cords are supplied with Neo- 
prene jackets... both 40% and 60% 


CORNISH WIRE CO., inc. 


50 Church Street, New York 7, N. Y. 
L. MORRIS LANDERS CO., 624 Spring St., N.W., Atlanta, Ga. 














Cook Duct Fans. 
Direct or belt 
drive. Orifice 16” 
J to 48”. Ideal for 
—_ spray booths. 

Up-Blost Roof Ventilator 
in 16” to 48” sizes. Au- 
tomatic domoers. Vinylite 
costed, aluminum biodes, 
up to 40,000 cfm ovtput. 


“| Cook Type S Fans. 
Frame 24” to 48”. 
Easy to instoll. 
Glass-insulated or 

J explosion proof. 


New ‘Chimney Style’’ 
Attic Fon saves ottic 
space. A 3300 cfm 
direct-drive fon in a 
vinylite coated steel 
chimney. Low cost to 
install, 
dampers. 


Portable Man- 
Cooler. Adjustable 
welded steel frame 
automatic on rollers. Pro- 
pellor 16” to 48”. 


Write for 3 new catalogs to Loren Cook Co. Sales Dept. Berea, Ohio 
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Year in.. 
fan field is REED! 


and reputation means comsumer acceptance, your 
sales job made easier! Sell REED—and you sell 


the leader! 





Complete home-cooling 
without installation costs 
... the fan that pioneered 


window-type home 
ventilation. Quality 
constructed, finest 
materials, certified air 
delivery, and q-u-i-e-t. 
Sizes to fit every home 
ventilation need. 





Packaged, lay-down type 
vertical discharge attic 


fans with special Reed 
shutters, requiring 
but a minimum of 
space and time to in- 
stall. Competitively 


priced, Reed quality 


throughout, certified 


air delivery, stock sizes 


for every need. 


Dealerships Open In Some Localities 




















REED UNIT-FANS, Inc. 
1001 St. Charles Ave., 
New Orleans 8, La. 


. year out—the quality leader in the 


















































































The established Reed name 









Fans 


































































I Xnate dyes | 






















WRITE FOR INFORMATION 
SSS 
| REED UNIT-FANS, INC., ; 
y Deportment N ’ 
t 1001 St. Charles Ave ' 
: New Orleans 8, lo : 
t Please send me full information 
' about REED Wind-O-Vent ' 
: and Attic Fans: ' 
1 Nome.__.__ - 
’ 

: a — : 
t 1 
4 City State j 
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“*“SEE YOU AT THE POLLS!’ 


“SEE YOU AT THE POLLS!‘’ 





Nobody knows for sure how it started—this line about ‘“‘See you at the Polls!” 
we’re hearing all over these days. 


Best explanation seems to be that it came from that state candidate out 


west. . . . His opponent in a debate got all riled up and challenged him to fight 
it out in the alley. 


But he said—‘“‘T’ll settle this the AMERICAN way—I’ll see you at 
the polls!”” And the audience picked up the chant. 


Now everybody’s saying it—and on Nov. 4 everybody will be doing it! 


*“*SEE YOU AT THE POLLS!’ 
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Westinghouse Dealers 
Win Top Honors 


wl Brand Name Retailer Contest 


Westinghouse stole the show at the fourth annual 
Brand Names Day awards banquet held in New 
York recently and attended by more than 1700 
business and civic leaders from all over America. 

Four out of five “Brand Name Retailers of the 
Year” honored in the field of electric appliances 

. . were Westinghouse retailers. 

These alert merchants multiplied their sales of 
electric appliances by selling a brand name the 
public knows... respects ... and accepts without 
reserve. In other words— Westinghouse! 

Take a tip from these winners. Get on the 
Westinghouse band wagon... and you'll be 
putting yourself in the driver’s seat! 

Westinghouse Electric Corporation, 
Appliance Division, Mansfield, Ohio. 





Electric 


ete iene tie ee Bann et 


“RETAILER OF THE YEAR““AWARD 
Roy W. Springer (right), 
Ross Electric Co., Superior, 
Wisc., receives the Brand 
Names Foundation’s plaque 


as the “retailer of the year” 


in electric appliances. 


“CERTIFICATE OF DISTINCTION” 
Frederick R.Glassman, Apex 
Tire and Appliance Co., 
Pawtucket, R. 1., was one 
of the runners-up “Brand 
Names Retailers of the Year,” 
and was honored with a 
Certificate of Distinction 
Citation. 


| 
ANE D 4 
“CERTIFICATE OF DISTINCTION” 
Harold Sampsons, co-owner 
of Samsons Enterprises, Inc., 
Milwaukee, Wisc., also re- 
ceived national merchandis- 
ing recognition when 
awarded a Certificate of Dis- 
tinction Citation. 


“CERTIFICATE OF DISTINCTION” 
L. K. Levy, Radio Center, 
2601 S. Claiborne Avenue, 
New Orleans, La., joined the 
honored group of “Brand 
Names Retailers of the Year” 
when he was awarded a Cer- 
tificate of Distinction Cita- 
tion. 


you CAN BE SURE...1F is Westinghouse 


EON 
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DULANE 


Fryrygt 


Snother First for Dulane 
sensational automatic DRIP 
Bifee maker with modern graceful 
yling. Brews more flavorful 
offee faster. 4 to 10 cup 
pacity—each with the 


same full-bodied taste. $39.95 


The Crowning Achievement 
The new Fryryte Deluxe Model 


in beauty and amazing in capag 





imate in deep fryer 


$36.95 


the FIRST and ONLY 
Automatic Electric DRIP 
Coffee Maker ’ f 
industry—Still the leader in com 
, size—sales and serviceability. 





The Ideal 
Gift 
for 
Better 
Living 


DULANE INC. 


RIVER GROVE, ILLINOIS 
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With the 277-volt lighting system, you use fluores<« 
fixtures with standard lamps and 240-280-volt ballasts 


with 277-volt lighting 


for factory office areas... office buildings 


[wo important ideas in wiring now offer extra savings in copper for high- 
intensity lighting systems. 

These two ideas (1) the G-E remote-control wiring system and’(2) 277- 
volt fluorescent lighting can actually help you reduce the copper require- 
ment for a given lighting load or let you offer extra lighting with a given 
amount of copper—and here’s how: 





HOW 277 VOLTS ARE OBTAINED FROM 
480-VOLT Y-CONNECTED TRANSFORMER 


or =e) 


NEUTRAL 


7O 





277-volt Wiring System 

By using 480Y /277-vole distribution 
for lighting, you get the copper- 
saving advantages of higher-voltage, 
lower-current distribution. This volt- 
age is provided by the standard 480- 
volt, 3-phase, 4-wire system, which 
offers a line-to-ground voltage of 
277. Standard fluorescent fixtures 
with 280-volt ballasts can be con- 
nected directly into this system with 
no extra preparation. 


G-E Remote-Control Wiring 
Master selector switch RMS-2 and 


other components of the G-E re- 
mote-control wiring system offer 
convenient switching of as many as 
nine circuits, save copper by using 
small 24-volt control wires. Remote- 
control relay RR-2 mounts in knock- 
out box or ganged in pull box near 
lighting fixture—switches can be in- 
stalled at any convenient location. 

Individual switches and master se- 
lector switches offer the advantages 
of multipoint switching—in spite of 
today’s tight copper supply. 


o~ Investigate the 277-volt lighting system and G-E remote control. Write to- 
day for a copy of G-E Remote-Control Manual of Layout and Installation. 
Section D40A-724, Construction Materials Division, General Electric Com- 
pany, Bridgeport 2, Connecticut. 








Voltage between line and ground is 277 in standard 480- 
volt, 3-phase, 4-wire system 





ne : ; \ | ne ewe L 
ADDED COPPER SAVINGS are accomplished by this REMOTE-CONTROL RELAY operates on 24 volts 
small, lightweight control wire used with the G-I cuts costs and copper required to run load 
remote-control wiring system. Wires can be laid up lines down to switches Rated !, hp, 15 amp, 
on partitions, can be rerouted easily at any time. 125 volts; 10 amp, 277 volts. No need for de- 
rating with fluorescent loads. 


MASTER SELECTOR SWITCH permits flexible 
control of large areas of lighting from cen- 
tral locations—can be used for watchmen’s 
circuits and standard lighting control 


GENERAL @@ ELECTRIC 





